











PRINTERS’ INK. 


aA JOURNAL FOR APVERTISERS., 








oL. LXIV. 


NEW YORK, Juty 22, 


1908. No. 4. 





THE NEWSPAPER OF KANSAS, 


There are only a few news- 
papers which get bigger than their 
home town. 

And you can count on your 
fingers the newspapers which be- 
come known nationally, 

The papers in these classes are 
the great advertising mediums of 
the nation. They offer advertis- 
ers many of the advantages ofthe 
magazine, in addition to all the 
advantages of the newspaper. They 
avoid too great scattering of shot, 
as well as too great localizing. 

The Topeka, Kansas, Capital is 
one of the best examples of such 
exceptional newspapers. 

Practically everyone in Topeka 
reads it daily, and so do thou- 
sands throughout the State of 
Kansas. It is one of the most 
widely known and _ oft-quoted 
papers in the country, as you 
must know. 

Now, I have seen the Capital 
pay its foreign advertisers so well 
and so often that I want to em- 
phasize in the minds of all adver- 
tisers the facts behind the Capi- 
tal’s success as an advertising 
medium. Get them carefully: 


Its guaranteed circulation of over 
26,000 daily is 5,000 greater 
than that of any other Kan- 
sas daily, and 10,000 greater 
than any other Topeka daily, 

It is the only paper in Kansas 
published every day in the year. 

During 1907 it gained 27,000 
inches of advertising over the 
year previous; while its com- 
petitors lost. 

It is the only daily in Kansas 


which makes public each day 
the exact number of copies sold. 

No other city of equal population 
has a newspaper with so large 
a circulation as the Topeka 
Capital. 


Just these few facts must make 
you aware that I have here a 
rather unusual newspaper, Couple 
them up with the fact that Kan- 
sas is the country’s greatest pros- 
perity center, with its people pos- 
sibly a little more in the habit of 
doing business through advertis- 
ing than anybody else—and you 
ought to be in just the right state 
of mind to do business with me. 

The Capital makes a most ideal 
and economical machine to mar- 
ket your goods in Kansas. The 
whole State of Kansas looks to 
me to lead in news-getting, and I 
spend twice as much money to get 
news as any other publisher in 
Kansas. Where the State looks 
for its news it also looks for its 
advertising. 

Let me send you the Capper Bul- 
letin regularly. It will tell you all 
about the Capital and my other 
papers and the field they occupy. 
Or you can get full information 
at any of my branch offices: 1306 
Flatiron Building, New York, 
J. C. Feeley, manager; 409 U. S. 
Express Building, Chicago, J... 
Brown, manager; 4or Century 
Building, Kansas City, S. N. 
Spotts, manager. 


Arikan Copper 


Publisher. 
ToreKA, Kan., July 18, ’o8. 
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surest test and proof of merit. Especially is 

this true when a publication makes its claim not 
alone on quality, but on circulation and its ability 
to produce results on direct return advertising. Its 
ability to do this must be judged by the increasing 
volume of its advertising and the continuity of its 
advertisers. 


In September, 1907, the amount of adver- 
tising carried was 5,367 lines. 


fe ADVERTISING, consistent success is the 


One week before the closing date we already 
have 8,600 lines booked for 
September, 1908. 

In June, 1907, 4,800 subscriptions were received. 
In June, 1908, 13,500 subscriptions were received. 


This tells the story. 








Examine our files and you will see that the 
same advertisers have been with us from the start, 
and as new advertisers join the list, they appear 
regularly. Nothing can bring about this condition 
except value given. We have the circulation, and as 


PICTORIAL REVIEW 


is a 15c. magazine this circulation is thoroughly 
high class and the readers have the means to follow 
up their interest with purchases. 





The present rate of $1.00 gross per line holds 
good up to and inclusive of the January, 1go9, issue. 
Commencing with the February, 1gog, issue the rate 
is raised to $1.50 per line for a minimum guaranteed 
circulation of 300,000. 


PICTORIAL REVIEW ADV. BUREAU 
Flatiron Building, New York Hartford Building, Chicago 
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ONE RETAILER IN A TOWN 
—IS HE ENOUGH? 


CAN HE GIVE GENERAL MERCHAN. 
DISE REAL DISTRIBUTION ?—MR. 
FRESCHL, OF HOLEPROOF SOX, IN- 
TERESTED BY A RECENT ARTICLE 
IN “PRINTERS’ INK” DEALING 


WITH DISTRIBUTION—-HE ASKS 
THE EDITOR SOME PERTINENT 
QUESTIONS TOUCHING HIS OWN 


PROBLEMS, 


HOLEPROOF HOSIERY CO 
MILWAUKEE, Wis., July 3, 1908. 
Editor of PrinTERs’ INK: 

Sir—The writer has read with a great deal 
of interest an article appearing in your July 1 
issue, entitled ‘‘Concerning the Lack of Dis- 
tribution.” 

This is a problem which has occupied his 
mind not a little of late. 

Our proposition is, comparatively speaking, 
in its infancy, and it has required considerable 
effort on our part to induce dealers to handle 
our goods on account of the originality of our 
peed selling method, with which you are no 
doubt acquainted. 

The majority of dealers will say to us, ‘‘Give 
us the sole agency for our town (or city) and 
we will take hold of your proposition; other- 
wise not.”” Asa result we am been obliged 
to adopt a policy of establishing sole agencies 
in the various cities and towns, regardless of 
their size. 

Our object in writing you is to ask you (or 
the author of the article in question) whether 
as a general proposition it has been a mistake 
on our part to establish sole agencies in prefer- 
ence to selling our goods indiscriminately to 
whatever dealers would eventually buy them. 

Taking New York City, for instance, which 
- mention personas in your article, we 
have but one agency. o you think we could 
sell more goods in New York City if we were 
to create a general demand which might induce 
the majority of dealers to handle our product? 

If itis worth vour while to think this matter 
over we would be glad to have an expression 
of your opinion, 

Yours very truly, 
Ho.eproor Hositry Co 
Edw. Freschl, Sec’y. 


In order to thoroughly under- 
stand Mr. Freschl’s proposition, 
it is advisable to look briefly into 
the past history of his product. 


NEW YORK, 


JULY 22, 1908, No. 4. 


Every reader of Printers’ INK, 
doubtless, knows the Holeproof 
men’s hose now being advertised 
so forcefully in the magazines— 
many a reader of PrinTERS’ [NK 
has a pair on. With each pair, 
at four. dollars a dozen, goes a 
guarantee ticket entitling the pur- 
chaser to another pair free if 
holes appear within six months of 
purchase. That’s Holeproof. 

The Holeproof Hosiery Co. is 
an offshoot of an older knitting 
concern in Milwaukee that, for 
years and years, has knit gloves 
for the jobbing trade, with the 
latter’s own labels on. Several 
years ago it perfected Holeproof 
Sox in embryo, and put them on 
the market in the regular way. 
Sales were not noteworthy. The 
Mahin agency, in Chicago, showed 
that company that such a novelty 
needed explanation—there was 
nothing to call the consumer’s at- 
tention to the superior quality of 
what he had bought. So three 
years ago a small mail-order cam- 
paign was begun in the Saturday 
Evening Post, Collier's, Delinea- 
tor, etc. It pulled quantities of 
orders to the mill. At the same 
time the goods were placed with 
one live retail haberdasher in a 
few cities—concerns like the 
Washington Shirt Co., in Chi- 
cago, who would push them hard- 
er by reason of exclusive selling 
rights. In a few months the ad- 
vertising had to be stopped. The 
mill was behind its orders. Yet 
it had never had a drummer on 
the road. 

These facts were gathered dur- 
ing the writer's visit to Mr. 


Freschl in 1906. 
Since 
spent 


then his company has 
thousands of dollars in 
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magazine advertising, and Hole- 
proof hosiery is known nationally. 

With no _ further information 
from his end than is given in his 
letter, it is proposed to look into 
his problems at long range, the 
diagnosis being governed by some 
knowledge of trade conditions 


proof Hosiery Co. evidently got 
into it partly through inexperience 


of trade conditions, and partly 
through following. the line of 
least resistance in placing its 


product on the retailer’s shelves. 
In the men’s wear trade, only 
two lines are sold through job- 





Qre Your Dox Ansured? 


Examine Holeproof for All that You Like in Sox 


You get this guarantee in each box of six pairs of ‘‘ Holeproof’’ Sox: ‘‘Ifany 
‘or all of these sox come to holes in six months from the day you buy them, we 


will replace them free.”’ 
make the:sox, that stand it. 













Eighty people—all’ non-produ- 
cers—have nothing to do but 
examine “ Holeproof” to see 

that each pair is perfect. 
We pay an average of 73c 
poe for our yarn. e 
oo ‘only the best Egyptian 
and Sea Island Cottons, re- 
gardless of price fluctuations, 
We could pay an average 

of 35¢, as — makers 
Bar’ such yarns are coarse. 
Nobody wants sox of this 
kind. We sell you sox that 
last you six months and 
please you ‘so well that 
you will wear ‘ Hole- 
proof” always. Only 46 
out of 1ooo pairs are 


Six 
ever returned for re- 
Months placement. 
Wear. “Holeproof” Sox 
No Holes. never wrinkle, 
No Darns. stretch, fade, 
crock or “rust.” 


We put this guarantee into each box because we 


Prove that wedo even more. See ‘‘Holeproof’’ Sox at your dealers 
and notice that ‘‘Holeproof”’ are so/—not harsh,and¢hin—not thick. 


We Pay $25,000 a Year for Inspection Alone 


Try “ Holeproof ” for all that you like in sox, plus 
six months’ wear. 

“ Holeproof” are the original guaranteed sox. 
~ poe are so well made, 

= re dealer does not have genuine ‘‘Hole- 
proof” Sox, bearing the “ Holeproof” Trade- 
mark, order direct from us. Remit in any 
convenient way. Mail us the coupon and we 
will ship you the sox promptly and prepay 
transportation charges. 

And remember—the “Holeproof” guaran- 
tee protects,you. If the sox come to holes 
and darning within six months, you get new 
sox 
Foleproot 6 pairs, $2. Medium, . and extra light weight 

for midsummer wear. Black, light and dark tan, 

navy blue and pearl gray. Sizes, 94 to 12. Six 
pairs of a size and weight in a box. One color or assorted to order. 
Holeproof 6 pairs, $2. Medium ae. a ee 
Stockings with white feet. Sizes, 1, 
Holeproof ee like ~. 6 pairs, $3. 
Lustre-Sox w Black, 

en on 


Extra light 


wy blue, anrsty om light 


/s 


tan, peat! gray. 

Holeproot Finished Mke silk. 6 pairs, s 
Extra light weight. Tan 

Hookings Diack. Sizes, 8 to 11. 





Holeproof Hosiery % 





























“Soft and light weight—as you like it.’ Cat out coupon as memo 
ee ee ee ee — a om ae oe —; 
Let Holeproof | Holeproof Suey Co., 171 F Fourth | st, Miwaskee, Wis. | 
Sell ee oe a \ Enclosed $______ Please send me —________ | 
wieane learn that the only difference a r - 
trees he het unguaranteed sox and j boxes of P Si 1 
Hol * is that ‘ Holeproof” wear ic 
cor’ Hxassine them. Notice how soft | Weight Colors | 
light they are. Compare any brand 1 Neme. 1 
of sox with ° *Holeproof.” Then let | I 
“ Holeproof ” show how they wear Address <4 
gathered in New York, and am- bers. Collars, cravats, shirts, 


plified by sound advertising agen- 
cy opinion. 

In the first place, there is hard- 
ly any record of a great trade in 
such a universal commodity as 


men’s socks being built up on this 
exclusive agency plan. The Hole- 





hats, shoes, clothes, etc., are sold 
by the manufacturer direct to 
dealer, and jobbing is almost un- 
known. But men’s hosiery and 
underwear are sold through job- 
bers. These goods come in a vast 
range of sizes, weights, colors 
(Continued on page 6.) 
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The Boston Post’s 


| Circulation Averages, 1907: 








Daily Average 


243,980 


Sunday Average 


226,163 


New York Representatives Chicago Representative 


La Coste & Maxwell C. George Krogness 
45 West 34th Street 1634 Marquette Bldg. 
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and patterns. Somebody must 
carry stock for the countless re- 
tailers, supplying broken. dozens of 
a given size. The manufacturers 
of men’s underwear and hosiery 
are glad to dump their goods onto 
the jobber’s floor, and let him un- 
dertake this detail. 

In going to the retail haber- 
dasher with men’s hose, therefore, 
the Holeproof people naturally 
incurred the jobber’s ill-will, One 
estimable gentleman in the best 
known New York jobbing house 
grew indignant when the line was 
mentioned the other day. ‘“Hole- 
proof!” he snorted: “A _ perfect 
fake!” 

This enmity of the jobber, 
however, is negligible when one 
stops to analyze the two surpris- 
ing advantages that lie in the 
Holeproof idea! 

First—The offer of hosiery, 
guaranteed to wear in so striking 
a way, introduced into this trade 
a talking point of more force than 
it has had. probably, since socks 
were first invented. 

Second—This talking point has 
thrown the reader’s mind onto 
wear, and at the same time off the 
point that makes the jobber nec- 
essary in the trade—namely, 
fashion. Holeproofs are made in 
solid colors only, and but five of 
those, in three weights of a single 
texture, and only six sizes. The 
whole consideration of fashion 
can safely be eliminated by em- 
phasis on the consideration of 
wear. 

This is obviously a good trade 
factor for both mill and haber- 
dasher. 

But the retail haberdasher 
doesn’t see it, and the prime de- 
fect in the Holeproof system of 
distribution seems to be that this 
advantage has not been consist- 
ently attacked and explained while 
the magazine campaign was going 
on, through  sales-work, corre- 
spondence and trade journal ad- 
vertising reaching the whole re- 
tail trade. 

The retail haberdasher was 
doubtiess canvassed for the new 
line. Immediately he saw, not its 
two tremendous advantages, but 
instead, the prospect of bother 


with the guarantee. Anybody not 
familiar with a certain curious 
paradox in trade would be cer. 
tain to imagine a long line of 
profitless customers coming back 
every day with socks that had not 
worn well. 

How was the retailer to know, 
either, that the goods really would 
wear well? When the first adver. 
tising of Holeproof appeared i 
magazines it failed to pull mail 
orders immediately because the 
arguments were literally too strong 
for the public. The claims looked 
too good to be true, and a few 
daring consumers had to shut 
their eyes, let go of a dollar, and 
try the socks before orders began 
to come freely. 

The retail haberdasher, with his 
mind settled on this apparent dis- 
advantage of returns, was prob- 
ably indifferent to the Holeproof 
line unless he could obtain ex- 
clusive selling rights. The com- 
pany, instead of going into that 
point with him vigorously, ap- 
pears to have made the best terms 
it could to get retail outlets, with 
the result that to-day, while its 
goods are known to every reader 
of the magazines throughout the 
country, the hose themselves are 
on sale in only a single store in 
a city like Boston (Talbot’s), 
and in the four shops of a firm 
like Brill Brothers in New York 
City. The editor of Printers’ 
Ink works in New York and 
lives in New Jersey. He wears 
Holeproofs. But they are bought 
of a dealer in—Hartford, Conn.! 
If he had to depend on the pres- 
ent method of distribution in the 
metropolis to obtain Holeproofs, 
he would probably find it simpler 
to buy some other make. 

Obviously, the distribution  isy, 
insufficient for the advertising, 
despite willing and vigorous 
newspaper publicity given the line 
by each selling agent in his own 
town. 


Now, the strange point in this 
whole proposition is, that the dis- 
advantage which looms so_ large 
in the retailer's eye, and which 
has evidently resulted in a false 
distributive plan, is not a disad- 
vantage at all. For the actual re- 

(Continued on page 8.) 
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fi he Dayton Fournal 








In June, 1908, the Journal carried 719% 
columns of advertising over June, 1907. 


In June, 1908, the Journal carried 300 
columns more display advertising than its 
nearest Dayton competitor during the 


same month. 


For the first six months, ending in June, 
1908, the Journal gained 2,549 columns 
over its own record for the first six months 


of 1907. 


These gains are easily in excess of the 


gains made by any American newspaper 








during the same period. 


DAYTON (Ohw) JOURNAL 


W. FRANK DUNN 
Tribune Building 
CHICAGO 


BRIGHT & VERREE 
Brunswick Building 
NEW YORK 
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turns of defective goods with such 
a guarantee are very, very small 
indeed, even though they did not 
wear as well as the manufactur- 
ers claim. 

Some years ago the _ present 
writer saw a certain retailer’s 
window piled with men’s tab col- 
lars of special construction. — It 
was claimed that they wore long- 
er than other collars. A bottle of 
indellible ink and a pen were 
given with each half-dozen. 
“Mark your collars each time they 
are sent to the laundry,” was the 
argument, “and see yourself how 
they wear.” 

“Babb, how much longer do 
they wear?” was the query put 
to the advertising manager. He 
was quite frank. 

“Not a bit!” 

“But don’t people come back 
and complain?” 

“Never had a kick,” said Babb, 
placidly. ‘We've been = selling 
that line several months now.” 

“But don’t they mark them?” 

“Not on your life! The ink 
makes a good souvenir. Custom- 
ers are glad to get it. Some of 
them may intend to mark the 
collars. But they don’t. If they 
did, they’d forget the third or 
fourth time. If the goods were 
found to wear no longer than 
other collars, nobody would 
bother to bring them back.” 

A certain publishing house sells 
a large reference work with the 
understanding that any purchaser 
can write and ask the editorial 
staff any question under the sun 
not answered by the book. Hun- 
dreds of copies are sold every 
month. But the editorial staff is 
seldom bothered to answer a ques. 
tion. Occasionally a learned pur- 
chaser asks some question that 
has to be sent to London for an 
answer. But most people are im- 
pressed by the question privilege 
as a talking point when advanced 
by the salesman, and then never 
take advantage of it. 

In another guarantee line put 
out on the Holeproof basis re- 
cently, a careful investigation was 
carried on by an _ advertising 
agency to determine how large 
the percentage of returns would 


be. It was found to be actually 
not one-tenth of one per cent! 
This seems to be a fundamen- 


tal trait of human nature—that 
such a _ guarantee impresses 
mightily in advertising and sell- 


ing, and is negligible afterward. 

The Holeproof Co, must to-day 
be in possession of absolute sta- 
tistics of defective and returned 
goods which, if properly laid be- 
fore the retail trade, would over- 
come the scepticism and hesitation 
that have been instrumental in 
limiting distribution of the goods, 
With this bugaboo dispelled, and 
the two magnificent advantages 
of the line made clear to the re- 
tail mind, and a little vigorous 
newspaper work in a few of the 
largest cities, accompanied _ by 
sales effort, the Holeproof line 
could undoubtedly be placed on a 
scale commensurate with the 
splendid reputation it has secured 
through magazine publicity. 

The exclusive agency plan of 
selling such a line is clearly 
wrong on a mere Statistical basis. 
One-tenth of the population of the 
United States is found in Great- 
er New York. But the present 
retail selling agents have not even 
a store in Brooklyn. 

A much worse evil, however, is 
the fact that exclusive selling 
rights on such a line are bound 
to create competition. To-day, 
in every magazine, can be found 
advertisements of other hosiery 
sold on this Holeproof basis, with 
trade names conveying the same 
idea. When Holeproof is placed 
with one haberdasher in a town, 
and makes its way in conspicu- 
ous fashion, it is obvious that 
other retailers must have goods 
of similar character with which 
to compete, Manufacturers would 


q 


ordinarily supply such goods in” 


time, even were the original line 
sold to all retailers. But with 
exclusive retail rights, the pres- 
sure of retailers on the manufac- 


turers supplements this natural 
competitive tendency. As a re- 
sult, Holeproof has probably 


lowered the time records for 
bringing into the field an active 

competition. 
This competition, however, 
(Continued on page 10.) 
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The “A.A. A.” is 
Surprised in 


(f ) Brooklyn 


Sixty big National advertisers maintain an 
expensive organization for but one purpose— 
to learn (solely for their own advertising use) 
the exact circulation of newspapers. These 
big advertisers eliminate advertising waste 
when they know the quantity of advertising 
value they buy. 

The Sranparp Union is the only Brooklyn 
newspaper to consent to an examination by 
this Association of American Advertisers. 
The ‘‘A. A. A.” recently sent its experts to 
Brooklyn for a three days’ searching inquiry 
into all records pertaining to circulation, in- 
cluding paper bills, ink bills, circulation 
receipts, etc. 

The result satisfies the A. A. A. (and they 


_ have issued a certificate to that effect to their 


own members) that the Brooklyn Sranparp 
Union had an average daily circulation out- 


, put of 52,596 copies for the year ending April 


30, 1908. 


No other Brooklyn paper 
even claims so large a 
circulation as this. 
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would be largely negligible too if 
the Holeproof line were thrown 
open freely to the entire trade, 
backed up by sound reasoning 
with the retailer through his 
trade press, and skillfully stimu- 
lated in the largest centers by 
local newspaper work and sales- 
manship. 

For Holeproof was first in the 
field. Its advertising in the 
magazines has been so strong as 
to impress upon every reader the 
fact that it was first. No matter 
how many other lines compete, 
the first article of that sort is al- 
ways the original. Every new- 
comer is, in a measure, a remind- 
er of Holeproof, The first stands 
for the best with the consumer, 
and it stands for the best with 
every retailer. The latter may 
feel disposed to stock a compet- 
ing line on the score of better 
profits. But he knows that the 
original is the real thing, and all 
others imitations, and this knowl- 
edge is an ever-present force with 
the salesmen who visit him, 

Some manufacturers in the 
men’s clothing trade sell by an 
exclusive agency system, and with 
success. But these are manufac- 
turers of high-priced hats, etc., 
who have a limited clientele of 
fashionable customers in any town 
which is pretty thoroughly cov- 
ered by one retail shop. When 
the price of the hat is a bit lower, 
the manufacturer meets the de- 
mand by branding his line with 
as many names as seem to be 
necessary to cover the retail 
trade. If there is one dealer in 
a town, he will carry the “Im- 
perial” line. If there are two 
dealers, the second has virtually 
the same line under the “Royal” 
brand. If there are three, the 
third man carries the same hat 
under a third brand, and so forth, 

This plan seems unobjectionable 
to the trade. But it is clearly not 
applicable to goods with such 
splendid selling possibilities as 
Holeproof. 

In all respect, it might be sug- 
gested that Holeproof is to-day 
one of the most aggressively ad- 
vertised and widely-known lines 
of popular merchandise in this 


country, and at the same time one 
of the most inefficiently dis. 
tributed. Distribution is all to 
come. Jas. H. Coi.ins. 


_ _—>> --— 
A WARM REJOINDER TO 
MR. HOYT. 


Editor of Printers’ Ink: 

In your issue of June 17th you pub- 
lish a letter trom Frank C. Hoyt, ad- 
vertising manager of Outlook, in which 
he accuses Spare Moments magazine 
of publishing a falsehood in a recent ¢ 
advertisement in PRINTERS’ INK, 

We did not include Outlook in the 
category of mediums carrying classified 
business because its so-called columns 
are filled with display, oftentimes 
carrying whole pages under some head. 
ing like Travels, Hotels, etc. It would 
be quite possible for any magazine to 
call all of its advertising “classified” 
under such an interpretation of this 
well understood term. Everything 
could go under the heading ‘“‘Miscel- 
laneous.” 

We are not alone in excluding Out- 
look from the list of mediums that 
carry classified business. If you will 
look in the Mahin Advertising Data 
Book for 1908, you will find on page 
fifty-one a list of the publications that 
this well-known advertising agency rec- 
ognizes as carrying classified business. 
You will not find Outlook among them. 

We took from the list in the Mahin 
Advertising Data Book the publications 
that carried the most straight classified 
business,—the same kind of classified 
busness carried in the columns of 
Spare Moments. We made the com- 
parison in an _ honorable, straightfor- 
ward way because we were proud of 
the showing. 

We stand by the statement as. ab. 
solutely accurate. The comparison is 
fair, and when Outlook attempts to 
make a comparison of classified busi- 
ness with its columns full of display, 
it stands self-convicted of the crime 
against business ethics with which it 
so willingly charged us, 

Its advertising manager either has 
no conception of the term classified as 
used in advertising parlance, or he has 
seized this opportunity to get a little 
free advertising. We paid for our an- 
nouncement, because we believe ad- 
vertisers would be interested in the 
facts it contained. 

With kind regards, believe us, 
Yours very respectfully, 
LronarpD DARBYSHIRE, INC., 

Publisher Spare Moments. 
earth 
THE ORIGINAL “WIND UP” MAN. 
J. Bracu & Sons, 
Apparel Outfitters, 
BrrMinGuHaM, Ala., July 9, 1908. 
Editor of Printers’ INK: 

In an article on sale names in a re- 
cent issue you mention Hope & Co. as 
having coined the phrase “Wind-up” 
Sale. Beg to say that we used it many 
years before Mr. Hirsch ever left New 
Haven to open on the old Taylor 
corner, Very truly yours, 

Cuas. Z. Danter, Ady. Mgr. 
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|The Octrol 


pub- 








_ ad- 
hich 


zine T the gates of Paris every market- 
cent ¢/ . 
A ; man stops and pays a little tax 


the ° ‘ 
ified upon the food he carries in for sale. 


mc This is the famous Octroi. Every night the 
rou endless procession of the gardeners of France 
poi files into the gates, paying it. The little tax 
a | admits them to the great market place of 
Dut the country. 

a The advertising rates in McClure’s 
~~ Magazine are the octroi tax which admits 
~ your goods to The Market Place of the World. 
en Like the tax of Paris it makes a trifling 
ons burden upon the price of the goods for sale; 
fied and it makes it possible to sell them. 

sod But it does more than this; it guarantees 
« the goods in the great market places. No 
- questionable products may advertise in 
h McClure’s Magazine. The market place 
ss it opens up is doubly valuable for this reason 
. to those who are admitted. 
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PERIODICALS INSTEAD OF 
CIRCULARS. 


Hardly a business house in this 
country but sends out, at least 
once a year, something in the 
nature of an announcement to its 
trade or customers. Once a 
month would more nearly strike 
the average period. 

Great pains are unconsciously 
taken with these announcements, 
as a rule, to make them look like 
circulars, and to avoid any sug- 
gestion of the periodical, A house 
that is staid and conservative will 
print its statements from an old 
electrotype, perhaps, mortised for 
dates and prices. Another, up- 
to-date, will make each announce. 
ment distinct—one a booklet, an- 
other a folder, another a letter, 
GEC. 

Now, the chief value of such 
publicity is lost as long as the 
circular idea is clung to, and the 
periodical idea ignored—cumulative 
value. Business houses eliminate 
this periodical value so rigidly, 
however, that the mail is full of 
circulars, and there are relatively 
few business periodicals. 

An electrical manufacturing 
concern found some __ technical 
points that were not clear to the 
people using its goods. It began 
sending out a little leaflet once a 
month to purchasers, containing 
a brief non-technical talk about 
the care and use of its apparatus. 
In two or three months readers 
were writing in to make certain 
that they had missed none of the 
copies. In two years the leaflets 
made a popular book on elec- 
tricity that has had a wide sale at 
a profit, to people who never use 
the company’s stuff at all. Had 
that information been sent out as 
a book in the first place it would 
probably have fallen flat, 

A certain business association 
had information to send out about 
once a month, keeping the trade 
posted upon what it was doing. 
What this association was doing 
didn’t mean so very much to the 
trade. But what the trade came 
to know about what the associa- 
tion was doing meant a lot to the 
association. It meant orders and 
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support. Some man with a headas 
long as it was deep suggested that 
a title and serial number be put 
on the monthly bulletin, and that 
it be printed like a little paper. 
This was done, and in less than 
six months the whole trade was 
interested in the periodical, and 
wanted to be placed on the mail- 
ing list. Who ever writes and 
asks to be placed on the list to 
which circulars are mailed? 

Still another case was that of 
a firm that had trade announce- 
ments to send out about as fre- 
quently as, a bank—once every 
three months, on the average. 
These were sent, however, at ir- 
regular intervals, so that some- 
times four or five months would 
elapse between one and another. 
A shrewd advertising manager 
gave this announcement a period- 
ical name, and paged it like a 
little newspaper, and printed the 
familiar phrase “Issued every 
little while,’ at the top. The ef- 
fect was almost immediate. Peo- 
ple who got that transmogrified 
circular began to respect it as a 
journal. 

“I get your little magazine 
every month,’ was a_ statement 
frequently made to the advertis- 
ing manager, “and read it through 
from cover to cover. It is one 
of the brightest business organs 
we receive.” 

Look into the circular question, 
you business men who are send- 
ing out only a quarterly circular, 
and also you advertising mana- 
gers’ who sit up nights planning 
booklets and folders that will be 
strikingly different from the last 
thing you sent out three weeks 
ago. Turn them both into period- 
icals. Give them a_ periodical 
name—the Simpson Bulletin, the 
Pipe Wrench News. Give them 
a serial number. Give them 
paging and make-up like a little 
magazine or newspaper. Make the 
announcement an editorial. 

With all the circularizing and 
announcing (old style) going on, 
the shortcoming of the average 
business house is, that it doesn’t 
say enough! 

The circular transformed into 
a business periodical has this ad- 


+ 
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vantage with readers: That they 
give it more attention than a cir- 
cular; that they recognize it from 
issue to issue, and discern system 
and purpose in it; that instead 
of hastily scanning and filing it 
for reference, they will put it 
into the pocket as something 
worth reading, and go through it 
on train or trolley. 

The circular transformed into 
a business periodical has advan- 
tages for the man who compiles 
it, too. He has to write some- 
thing more than his mere an- 
nouncement. When that has been 
put in the form of an editorial he 
has to look around for some news 
of the house to fill out the pages. 
Consequently, his circular begins 
to have personality. He loosens 
up and tells what the house is 
doing, and what it wants to do, 
and hopes to do. There are, in 
every business under the sun, im- 
portant points that it needs to im- 
press upon its customers, whether 
it sells to the trade or to the 
consumer, There are “know how” 
kinks in handling, keeping and 
using the goods. They may be 
staple canned goods. But there is 
a way to keep them in stock, and 
a way to open, heat and serve 
them. With a business periodical 
on his hands, the advertising 
manager begins to write little ar- 
ticles on these “know how” 
points. True, there are men with 
minds so fashioned that they can 
get out a handsome business 
periodical and make it exactly re- 
semble a circular, But the busi- 
ness periodical commonly has an 
influence of its own, and even 
a serial number on a one-page 
monthly bulletin of prices is 
likely to alter its writer’s point 


of view, for he becomes an ed- 


itor. He is writing continuously. 
He feels that if he doesn’t make 
a point absolutely clear in this 
issue that he. can put “Contin- 
ued in our next” at the bot- 
tom and have another crack at 
it next month. He thinks of his 
circular every day, instead of 
merely gathering a few thoughts 
when the hour comes to send it 
out, and it cannot be postponed 
any longer. In other words, by 


turning his circular into a busi- 
ness periodical he has hitched to 
it a force that acts upon both 
himself and his readers—the re- 
spected force of journalism, 


a 


WHEN a man sits at a desk until 
they build a private office around him 
he is more apt to fill that private office 
with satisfaction than if he were put 
into it ready-made. When a man is as. 
signed to an undeveloped idea, and by 
his own initiative develops it into a big 
department of the business, there can 
never be a question as to that man’s 
fitness and ability to hold his job. And 
when an organization, like a tree, has 
grown branch by branch and limb by 
limb, a twig shooting forth now to 
develop into a bough next year—that 
organization need never fear that the 
strength of its trunk and its roots will 
not withstand the strain of the winds 
and storms.—System. 








Midsummer 
Advertising Gains 


During the month of June the 
Chicago Department Stores 
increased their advertising in 


THE 


Record - Herald 


over the corresponding 
+ month last year . . 


| 29 ss400 per cent | 


notwithstanding that there were four 
Sundays this year as compared with 
five last year. 





| During the first six months of 1908 
The Record- Herald increased its 
Department Store advertising 


68,465 lines 


| over the same period last year. 





Local advertisers get the best results 
rom 


THE CHICAGO RECORD- HERALD 

| Net Paid Circulation, June, 1908 : | 
| Daily Average Exceeding, 143,000 | 
| Sunday Average Exceeding, 192,000 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and items 
of special interest to German-Americans, 
which ts for the i popular- 
ity of the paper in the German settlements 

everywhere, 




















14 PRINTERS’ INK. 


TURKISH BATHS IN 
SUMMER. 


THE NEW FLEISCHMAN ESTABLISH- 
MENT USES SINGLE-COLUMN 
CARTOON ADS TO GET PATRONS 
DURING HOT WEATHER—HIGHLY 
SUCCESSFUL—WORLD-WIDE PUB- 
LICITY SECURED BEFORE THE 
OPENING OF THESE BATHS BY THE 
PREPARATION OF PICTURES THAT 
EDITORS WANTED, 





Advertising Turkish and Rus- 
sian baths with the thermometer 
at ninety-two in the shade out- 
side would appear to be a hope- 
less proposition, 

The new Fleischman Baths, in 
New York, however, have been 
kept prominently before the public 











After the day's work is done, spend 
a half hour in the gymnasium of the 


Kharthen ih, 


Go through the whole game from the 
punching bag to the swinging rings, 
Then hike forth to the baths. Get one 
of our husky Swedes to do unto you 
what you would not dare do to the 
other fellow. 

Follow this up with a swim in the big 
marble pool and a massage with French 
vinegar. After that a cocktail and dinner 
in the Roof Garden Restaurant. 


$1.50 17 ssxct $20 


THE ROOF GARDEN 
RESTAURANT 


Now Open to the, Public 
Excellent Hungarian Orchestra Every Evening 
On Top of the Bryant Park Building. 

N. E. Corner 42d St. and 6th Ave. 


all summer by means of humor- 
ous hot weather ads in the Times, 
Globe and Evening Sun. And the 
results have been excellent. With 











a total capacity of 175 dressing- 
rooms, these baths have been pat- 
ronized by bétween 350 and 400 
bathers daily right through the 








After a Seance in the Tepidarium or 


Electric Light Cab‘net of the 


Keon Bodh 


we turn one of our husky Swedes loose 
on you. You won't resent it. The 
harder he kneads and pounds you the 
better you like it When he gets 
through, a swim in the big; Lubbkag 
pool feels as good as a cco'ing draught 
on a scorching August day. 

After the French vinegar has teen 
rubbed into your body, take a rest and 
—in the breezy 


“Garden of the Gods.” 
$1.50 17 fers 20 


On Top of the Bryant Park Building. 
N. BE. Cor. 42d St. and Sixth Ave. 


fierce New York summer, when 
everybody is supposed to be out 
of town. 

The Fleischman Baths were 
opened last February, They have 
been advertised, not merely from 
the opening day, but were receiv- 
ing publicity all over the world 








for two or three months before ™ 


the builders had finshed their 
work, 

For some reason, a bath estab- 
lishment is usually stuck into a 
cellar, and has an unwholesome 
odor, with the sensation of damp- 
ness. These baths, however, are 
on top of a new building at Sixth 
avenue and 42d street, and are 
partly roofed with glass. Every 
ingenious. contrivance of the mod- 
ern engineer has been built into 
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them, and they already rank with 
the theaters and big restaurants 
as a show-place in New York. 

Realizing that there was a 
good deal of human interest about 
the establishment, the founder, 
Joseph Fleischman, took steps to 
have the press know that it was 
going to be opened. Weeks be- 
fore the interior decoration was 
finished, therefore, the architects’ 
designs were used in connection 
with living models to produce 
photographs that gave the im- 
pression of pictures made direct 
in the various departments. 
These were, technically, what the 
advertising illustrator sometimes 
calls “fakes.” Yet they were 
forceful and novel, and when 
shown to Sunday editors imme- 
diately aroused interest, and led 
to the publication of many pages 
of description, pure and simple, in 
New York and throughout the 
country generally. 

A day or so before the opening 
itself there was a press night, to 
which newspaper men, theatrical 
people and physicians were invi- 
ted. A vaudeville show was given. 
Then followed a reception to the 
general public, and when _ busi- 
ness had begun the publicity was 
followed up with seven full-page 
illustrated articles in the pictorial 
supplement of the Sunday Times. 
These not only continued the 
newspaper articles, in tone, but 
brought requests for more pic- 
tures like those published in the 
advertising. 

No other medium was used 
until hot weather began, because 
no other was needed. The wide 


them crowded until June, and the 
pictorial pages in the Times 
brought more business than could 
be taken care of. 

The hot weather advertisements 
are single column, and emphasize 
the cooling and refreshing effects 
of a hot bath, with massage, This 
advertising is illustrated with a 
series of cartoon pictures, and 
while giving ample information, 
is purposely light in tone, It will 
continue as long as the baths can 
accommodate more patrons, 

The Fleischman advertising is 
prepared and placed by the Gude- 
Bayer agency, 225 Fifth avenue, 
New York, Mr. Gude being a di- 
rector of the Fleischman corpo- 
ration. 

Should the institution ever need 
educational advertising, there is 
certainly plenty to talk about. 
The baths were established part- 
ly in the belief that there was a 
demand for a place where physi- 
cians could refer patients needing 
special hydropathic treatment. So 
every form of scientific bath is 
given, from electric light to medi- 
cated. Another excellent feature 
that could be advertised on a 
select scale is the Diocletian 
Club, a feature of the institution, 
which proper applicants may join 
for $100 a year. It has private 
apartments, a locker for each 
member, and gives the privilege 
of the establishment every day in 
the year. Members keep evening 
clothes there, for example, and 
when staying in town can dress, 
go out for the evening, come in 
at any hour, stay there for the 
night, and upon waking in the 





publicity given the baths kept 


morning have a cold plunge. 





High-Water Mark 


124,750 Copies 





ottlettes 


80 YEARS’ CONTINUOUS PUBLICATION 


Better, younger, more practical than ever; watch its growth. /Junor 
Toilettes is now a part of its mother, 7ozlettes. The Fall issues, now being 
prepared, will be the fashion authority—facts, not fiction. Guaranteed to reach 
nearly a quarter of a million copies. For space apply to your advertising agency. 


Publication Office—172 Fifth Ave., New York City, N. Y. 
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MEN’S FASHION ' SYNDI- 
CATE SERVICE. 


A CLEVER SCHEME WHEREBY SUN- 
DAY NEWSPAPERS GOT RELIABLE 
MEN’S DRESS INFORMATION, AND 
NATIONAL ADVERTISERS WERE EN- 
ABLED TO USE LOCAL NEWS- 
PAPERS, AND THE NEWSPAPERS 
HAD A_ BASIS FOR SOLICITING 
THE RETAILER, 








The Sterman & Bryan adver- 
tising ay.ncy, 79 Fifth Avenue, 
New York City, handles numer- 
ous accounts that have been de- 
veloped among manufacturers of 
specialties in men’s clothing, such 
as “B.V.D.” athletic underwear 
and the Crown leather garter. 
These specialties are handled by 
clothiers and haberdashers 
throughout the country, an 
backed up by liberal advertising 
in the magazines and trade jour- 
nals. 

Last fall this agency ran an 
experimental syndicate service of 
men’s fashion news, primarily to 
help its clients extend their ad- 
vertising operations into the daily 
papers. When news of male 
fashions gets into a daily ‘paper 
it is usually by accident, and is 
not always authentic. For despite 
the vast amount of matter pub- 
lished relating to feminine modes, 
there has been little development 
of similar mews about men’s 
clothes, The agency prepared a 
series of illustrated articles, deal- 
ing with what was original, sea- 
sonable and tasteful in the field of 
men’s wear, incidentally devoting 
some attention to the broad gen- 
eral purposes of specialties manu- 
factured by its clients. These ar- 
ticles were so far from being 
“colored,” however, that they 
were sold at space rates to twelve 
dailies that ran them. When it 
became known that such informa- 
tion was to appear in twelve 
cities, the manufacturers adver- 
tising goods through the maga- 
zines made substantial extra ap- 
propriations to insert announce- 
ments in the papers running the 
articles, The newspapers, on their 
part, canvassed the local clothing 
and haberdashery trades and got 
additional business to appear in 
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the same issues as the fashion 
articles. In some instances the 
publishers paid for the articles in 
advertising space to be used by 
the manufacturers. As a rule, the 
service was appreciated most in 
the smaller cities, and taken by 
newspapers standing second or 
third in circulation and advertis- 
ing patronage, because papers of 
this character, engaged in build- 
ing business, welcomed a feature 
that could be taken out by solicit- 
ors and laid before retailers as 
an inducement to increase space 
or insert special advertising. 
This service is to be furnished 
again the coming fall, running 
from September 1 to the middle 
of December, and going to about 
fifty dailies. The matter will be 


d sent out monthly, and arranged 


in such form that editors can 
publish it as a full-page leading 
article one Sunday during the 
month, or split it up into three or 
four articles of two columns each. 
It is to be fully illustrated with 
correct line drawings of dress 
novelties described in the text, 
electrotypes being sent with copy. 
The fashion notes are to be 
written by Alfred Stephan Bryan, 
an authority on such matters, 
whose work is well-known in the 
magazines, and_ the pictures 
drawn by capable fashion artists. 
Around a Sunday feature of this 
kind it ought to be feasible for 
newspapers to build up a regular 
fashion page, containing dress in- 
formation for men in combination 
with display advertising of local 
dealers, and even a_ certain 
amount of advertising from 
manufacturers of such specialties 
who advertise nationally. 


_ o> 

ADVERTISER—-I_ wish this adwertise- 
ment placed in some part of the paper 
where people will be sure to see it. 

Editor—Yes, sir; yes, sir. I can put 
it right alongside of an editorial, if 
you wish. 

Advertiser—Hem! Please put it 
alongside of the baseball -news.—Mc- 
Call’s Magazine. 


PROCURING A MAIL LIST. 
_ Originality is one of the surest rec- 
ipes to keep a man ahead of the pro- 
cession. The New Haven, Conn., re- 
tailer was original who recently put 
the school children of that city to 
work to obtain names for his. mail list. 
—Michigan Tradesman. 
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THE ADVERTISING PROB- 
LEMS OF THE SMALL 
MANUFACTURER. 


HOW CAN A SMALL, INDEPENDENT 
MANUFACTURER, COMPETING WITH 
THE TRUST, MARKET HIS COM- 
MODITY IN THE FACE OF AG- 
GRESSIVE COMPETITIVE TRUST 
METHODS ?—IS ADVERTISING THE 
TRUE SPECIFIC FOR THE “TRUST 
FEELING’ ?—HOW MUCH SHOULD 
THE SMALL MANUFACTURER SET 
ASIDE FOR ADVERTISING ?—HERE 
ARE SOME PRETTY QUESTIONS FOR 
ADVERTISING MINDS. 


Down in the printing district of 
New York City, that part of the 
city which lies southeast of Park 
Row, is the small, one-loft plant 
of a lonely manufacturer, one of 
the few who has so far withstood 
successfully the warm and flat- 
tering invitations of the trust to 
play in its yard as well as its 
awful threats of dire punishment 
in case he declined to avail him- 
self of its cordiality. 

The specialty of this manufac- 
turer—it is a paper cutter for 
printers—is fairly well known. It 
has been on the market for thirty 
years. Over 15,000 are now in 
use among printers. But the 
original patentee and manufac- 
turer discontinued some time ago 
the making of this cutter, and 
after a time even refused to sup- 
ply parts for cutters already in 
use. Evidently he had sufficiently 
feathered his own nest and was 
not inclined to bother further 
with his cutter. Naturally, then, 
the cutter lost gradually its grip 
upon the market, and its place 
was quickly being filled by others 
—the trust-made cutters, 

This was the situation when 
the present maker took over all 
interests in the machine. Being 
a shrewd man, he at once sized up 
the situation and came to the 
logical conclusion that a little ad- 
vertising was in order. Accord- 
ingly he took out small spaces in 
a few of the printing trade jour- 
nals and filled them with an- 
nouncements of his purchase of 
the cutter and of the fact that 
broken parts could be repaired or 
replaced at the new factory. For 








a time these small advertisements 
pulled wonderfully. From all 
parts of the country came orders 
for repairs and new parts, Things 
looked exceedingly bright for a 
second great success of the cut- 
ter, and the new manufacturer 
was congratulating himself upon 
getting hold of such a live and 
profitable proposition. After a 
time, however, these orders for 
new parts began to drop off. All 
the cutters already on the market 
seemed to have been put into 
good working order. All that re- 
mained now for the new owner 
to do was to secure orders for 
whole machines. And here it 
was that he felt the long arm of 
the trust. 

The ideal trust is one that can 
run things pretty much the way it 
pleases in its particular field—one 
that can control business activi- 
ties, stifle competition and regu- 
late prices. In the printing field 
there is said to be a trust which 
very nearly approaches the ideal 
state. It is in a certain way the 
“Big Chief’ among manufactur- 
ers of printers’ supplies, and it 
can juggle the big stick with a 
dexterity and abandon that makes 
independent manufacturers turn 
green with envy—or pale with 
fright. This trust had taken ad- 
vantage of the temporary discon- 
tinuance of manufacture of the 
paper cutter in question by put- 
ting a cutter of its own on the 
market, and when our independ- 
ent friend commenced anew the 
manufacture of his cutter he ex- 
perienced to his huge surprise and 
disgust some of the not alto- 
gether delightful pleasantries of 
crossing blades and wits with a 
modern Giant. 

A good paper cutter costs any- 
where from $50 to $100 accord- 
ing to size. ‘Naturally, therefore, 
a printer before putting out so 
much money likes to look before 
he leaps. A  smooth-reading, 
retty-looking advertisement may 
interest him, but it will not warm 
him up to the buying degree—will 
not in itself be enough to make 
him part with fifty or a hundred 
cold dollars without ‘getting as 
much as.a look in advance. Not 
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by a good long shot! You've got 
to show him, and in the case of 
a cutter, there is only one way in 
which he can be shown. 

A paper cutter, being bulky and 
weighty, cannot be sent C.O.D. 
on approval, as the percentage of 
returned orders would soon eat 
up the margin of profits. To es- 
tablish exclusive sale agencies in 
the different large cities would 
hardly be feasible, as the business 
of the concern would probably not 
support such branch houses. The 
only avenue of distribution re- 
maining under these conditions is 
the dealer—the most effective and 
most satisfactory avenue of dis- 
tribution open to every manufac- 
turer, if he only uses it in an in- 
telligent way. 

In his sizing up of the situa- 
tion, the manufacturer of the cut- 
ter in question soon saw that the 
dealer was the solution of his 
problem, and he immediately took 
steps to have a_ representative 
concern in each of the large cities 
stock up with his cutter. Then 
he organized a very nice office 
system, prepared pretty little card 
indexes, order files and all the 
other devices demanded by mod- 
ern business methods for the 
handling of orders. Next he or- 
ganized his office staff and then 
sat down to wait for orders. 
Possibly he is sitting there on the 
same chair yet—for the orders 
didn’t come. One of the methods 
a trust has of gaining control ofa 
market is by subsidizing the deal- 
ers. And the Printing Trust has 
got this phase of its activities 
down fine. For instance: When- 
ever, so the writer was told, a 
customer goes into a dealer’s 
store in any part of the country 
for the purpose of buying the cut- 
ter “not made by the Trust,” the 
dealer immediately gets his ham- 
mer out and soon knocks the in- 
dependent paper cutter out of the 
customer’s mind, instilling therein 
instead a lively interest in the 
trust-made product. Now, what 
are you going to do in a situa- 
tion like that? This independent 
manufacturer cannot sell his cut- 
ter direct because customers re- 
quire a personal examination be- 


fore purchasing. He cannot sell 
it through dealers, because they— 
instructed, inspired or encouraged 
by the trust—act in unison 
against his interests and in the 
interests of the Trust machine. 

What is he to do? 

Advertise? 

Every advertising man in the 
country will shout back “Yes!”’— 


with a capital “Y.” Advertise to 


the consumer, create a_ strong, 
constant consumer-demand, and 
through this demand force the 
dealer not only to carry his cut- 
ters but to give them a square 
deal whenever a customer calls 
for them—anticipate in the ad- 
vertising the substitution methods 
of the subsidized dealer, tell the 
usual sad story of trust- inflicted 
wrongs and oppression, make a 
grand-stand play to the sympathy 
and fair-mindedness of the 
“Peepul” and don’t forget a 
strong price and quality argu- 
ment. That is the modern spe- 
cific for the “trust feeling”—the 
remedy of the little fellow who 
is being squeezed to the wall by 
the bad, naughty trusts. 

But is it always effective? 

In Brooklyn there lives and 
works a match maker who once 
had the intrepidity to take issue 
with the Match Trust—and what's 
more he won out! The Match 
Trust still carries on operations 
in Brooklyn, as elsewhere, but in 
the City of Churches nobody 
notices it at all. The trust is 
playing a nice little game of dis- 
tribution according to the most 
approved modern methods, but 
that’s about as far as it goes, It 
has stocked up all the wholesale 
grocers with its matches, and 
there the matches stick. The 


strategetic point in this teacup ‘ 


tempest was the small dealer— 
and the _ intrepid, independent 
match maker got him first. He 
played a couple of loud advertis- 
ing blasts on the oppression trum- 
pet for the benefit of the patri- 
otic public, made a deep cut in the 
long-established price, offered a 
few attractive premiums, adver- 
tised widely and created such 
a strong consumer-demand that 
the retail grocers. as a. man re- 
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nounced the trust and backed up 
with all the force of their solid 
co-operation the efforts of the 
independent maker. This was an 
instance where the modern ad- 
vertising idea worked out nicely. 

The conditions which our in- 
dependent paper cutter manufac- 


turer must meet, however, are 
quite different. In the first 
place, his market is restrict- 


ed, The printers and publishers 
of the country number roughly in 
the neighborhood of about 30,000. 
Not more than seventy-five per 
cent of these 30,000 do a business 
sufficiently large to warrant the 
purchase of a paper cutter, and of 
those, whose business does war- 
rant the purchase of acutter, over 
15,000 have been supplied, So that 
the greatest number this manu- 
facturer can hope to interest is 
something less than 10,000, As 
the cost of the average cutter is, 
say, $75, the value of the paper 
cutter market is about $750,000. 
This market must be divided be- 
tween the independent manufac- 
turer and his strong competitor, 
the trust, so that one-third would 
probably be a fair percentage for 
him to secure. 

What should he do to secure 
this one-third? 

It has been suggested that the 
most feasible solution of the prob- 
lem of this independent manufac- 
turer lies in the modern adver- 
tising principle of accelerating 
sales by creating a strong con- 
sumer-demand. As a consumer- 
demand can be aroused only 
through advertising, the specific 
problem for this manufacturer to 
solve would seem to be one of 
advertising. There are, however, 
several methods of advertising. 
‘He may advertise by circular let- 
ters and other mailing literature, 
he may advertise in the printing 
trade ‘journals, or he may do 
both. If he uses the trade 
journals there will not only be 
a waste of circulation, but he 
may fail entirely to reach that 
percentage of printing establish- 
ments that are possible buyers of 
paper cutting machines. The only 
hope this independent manufac- 
turer could entertain of reaching a 
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fair number of his 10,000 pros- 
pects would be by advertising in 
all the printing journals. This 
would call for an advertising ap- 
propriation of from $3,000 to 
$5,000 a year or more. Whether 
the restricted and uncertain char- 
acter of his market would war- 
rant this yearly expenditure is 
doubtful. 

Another method of advertising 
for him to follow would be to 
circularize his list of prospects by 
form letters and booklets. This 
he could do at a cost of from 
$75 to $100 for each edition of 
10,000 letters. To produce the 
best results for such an article as 
an expensive paper cutter, the 
letters should be sent out from 
eight to ten times a year. This 
would require an appropriation of 
about $1,000, with $2,000 more 
for two or three 10,000-editions 
of attractive booklets. The mail- 
ing cost for these letters and 
booklets would amount to about 
$3,000, bringing the total cost of 
his personal mailing campaign up 
to about $6,000, practically the 
same cost as the trade paper ad- 
vertising campaign. These fig- 
ures have been computed very 
roughly, and careful estimating 
would probably show vastly dif- 
ferent results, varying according 
to conditions, Yet they may pos- 
sibly be interesting in indicating 
the trend of the probable costs. 

With the cost, then, roughly the 
same in both cases, which would 
be the most promising campaign 
for this independent manufacturer 
to adopt? Or should he organize 
a campaign which will include 
both the form letters and the 
trade papers? The market for 
this manufacturer’s paper cutters 
is, as has been shown, about 
$250,000. That is, under the most 
favorable conditions he can hope 
to sell cutters to that amount. 
How much of that $250,000 can 
be profitably invested in advertis- 
ing? How much should he spend 
each year and how should he 
spend it to make sure that he will 
reach his market? 

The writer has gone into this 
matter at considerable length— 
not, however, for the purpose of 








20 


securing free advice for the in- 
trepid, independent manufacturer 
of paper cutters (as he has about 
made up his mind in favor of 
form letters and booklets), but to 
arouse some discussion—mental, 
at least—upon an important prob- 
lem of advertising. 

There are scattered all over the 
country innumerable concerns that 
do business under conditions not 
dissimilar to those of this paper 
cutter manufacturer. These can 
appeal only to a restricted class 
of consumers, For instance, there 
is a manufacturer of printing 
ruling pens in New York, who 
must show with four other manu- 
facturers a market of about 1,000 
possible customers. Again, the 
writer has in mind a prosperous 
business running up in $50,000 
every month built upon the sales 
of 40 customers. And any num- 
ber of other examples might be 
cited to indicate the varying char- 
acter of American business. All 
these concerns must advertise, and 
most of them do advertise in some 
sort of fashion governed by their 
individual, narrow and often il- 
logical ideas, but what would be 
a scientific method of publicity 
under such conditions — what 
should these business men do and 
how much should they spend to 
reach, interest.and keep interested 
their prospective customers? And 
if they are, as is the case of our 
independent paper cutter manu- 
facturer, threatened with extinc- 
tion by a trust, will advertising 
stave off the impending calamity? 

Who can answer these ques- 
tions intelligently for the small 
manufacturer? 

ALPHONSUS P. HAIRE. 


eR Mt ee es 
ADVERTISING CONVEN- 
TION IN AUGUST. 





Among the speakers who have 
agreed to address the fourth an- 
nual convention of the Associated 
Advertising Clubs of America, 
which is to be held in Kansas 
City, August 26, 27 and 28, are 
John Bennett, director of the In- 
ternational Bureau of American 
Republics and former United States 
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minister to Siam; S. S. McClure, 
of McClure’s Magazine; Walter 
Williams, a curator of Missouri 
University and foremost promo- 
ter of a school of journalism in 
the institution; O. H. L. Wer- 
nicke, of the Globe-Wernicke 
Company, Grand Rapids, Mich.; 
A. N. Sheldon, of Sheldon Uni- 
versity; Herbert Myrick, head of 
the Phelps farm papers, and 
Smith B. Queal, president of the 
association, and manager of ad- 
vertising for two German dailies 
in Cincinnati, O. 

Aside from this list, others will 
speak. The programme will be 
completed next week. The com- 
mittee on arrangements has en- 
gaged Convention Hall, which 
seats 18,000 persons, for the con- 
vention and exposition to be held 
in conjunction with it. Entertain- 
ment for the visitors will be in 
automobile and street car trips 
over the parks and business dis- 
tricts of this ‘city and Kansas 
City, Kan., the metropolis of Kan. 
sas. A dinner to be served in the 
open air at the Elm Ridge club’s 
grounds, ten miles from the city, 
is also well planned. The dinner 
will follow an afternoon of field 
sports, the programme of which 
will cover active and_ inactive 
games out where the breezes 
blow. 

Three cities already are con- 
tending for the convention next 
year. Letters from the Adscript 
Club of Chicago tell of a special 
train of rooters who will try 
to capture the meeting for the 
lake city. Minneapolis and Indian- 
apolis also are in the field for 
it. Indianapolis plans to bring 
along a brass band, while the 


Mayor of Indianapolis will ex-. 
tend in person the invitation to: 


meet there. WILL HARVEY. 


—_— 2+ 


THE editor of a country paper re- 
ceived the following query: “Can you 
tell me what the weather will be next 
month?” In reply, he wrote: “It is 
my belief that the weather next month 
will be very much like your ‘subscrip- 
tion.” inquirer wondered for an 
hour what the editor was driving at, 
when he happened to think of the word 
“unsettled.” He went in the next day 
and squared his account.—Printer and 
Publisher. 
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(A Roll of Honor ) 





Noamount of mouey can buy a place in this list fora paper not having the 


requisite qualification. 


8 who, accord- 





Advertisements under this 


are 
ing to the 1907 issue of Rowell’s "american Newspaper Dersolory, have submitted for 


duly signed and datea, 





that edition of the Directory a 


also from publishers wno for some reason failed to obtain a figure oe in the 1907 
t asa 


ribed above, 





Directory, but have since supplied a 


covering a period of twelve months prior to the date of making the sxavement, such state- 
ment being available for use in the 19€é issue of the American Newspaper Directory. UCir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (>). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Picutnghas. Ledger, dy Average for 1907, 
21,861. Best advertising medium in Alabama. 


Gadaden, Evening Journal,dy Areruge 4907, 
2,468; January, 1905, 2,555, April, 2,726. 


Montgomery, Journal, dy. Aver. 1907, 9,464. 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Kepublican. Daily aver. 1907.6,519. 
Leonard & Lewis, N. Y. Reps.. Tribune Bldg. 


ARKANSAS. 
Fort Smith, Times. Dai/y average 1907, 4,188. 
Largest circulation in city of 35,000, 


Little Rock. Arkansas Gazette. morning. 
1907 av. 18,427, Sun. 16,492, The State paper. 


CALIFORNIA. 


Oakland, Enquirer. (Consolidation 
Enquirer and Herald.) Average May, 
1908, 49,524. Largest circulation in 
Oakland guaranteed. 


Sacramento, Union, daily. The quality me- 
dium of int: rior California. 


COLORADO. 


Denver, Post, has a paid cir. greater than that 
of any two other Le A nes mpers pub. in Den- 
ver or Col. Cir. is 3 Sun., 82,788, 
6 The absolute ot of the latest 

circulation rating accoraed 
the Denver Post is guaran- 
,teed by the publishers of 
*Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bri rt, Evening Post. Sworn daily, year 
1907, wists Sworn daily, March, 12,4 498. 


Bridgeport, Norsing Telegram. ¥ dally. 
Average for M 1908, 


ay, , Sworn, 
You can cover Bridgeport %. a 
Telegram only. Kate. aie. rer line, flat. 





Meriden. Journal, evening. Actual average 
for 1906, 27,580. Average Sor 1907, 7,748. 


Meriden. Morning Record and Republican. 
Daily average 1906, 7,672; 1907, 7,769. 


New Haven, Evening Register,cy. Annual 
sworn ater, for 1907, 15.720; Sunday, 12,104, 


New Haven, Leader. 1907, 8,727. ie ge 
Republican paper. J. McKinney. sp. Agt. N. ¥ 

New Haven, Palladium. ay. Aver. ’06, 9, 8 
1907, 9,570.” - wns 


New Haven, Union. Average /907, 16,548. 
Z Katz, Speciat Agent, N.Y. ” : 


New London, Day. ev’g. Aver. 1906. 6,104; 
average for 1907, 6,547 ; March, 1908, 6,708. 


Norwalk, Eveniny Hour. April circulation 
exceeds 8,500. Sworn statement turnished. 

Waterbury, RKevubhcan. Av. 1907, ones 
morn.; 4,400 Sunday. Feb., 08, Sun., 5, dee 

DISTRICT OF COLUMBIA. 

Washin ington, Evening Star, daily and Sun- 
day. Daily average for 1907, 85,486 \©O©). 

FLORIDA 

Jacksonville, Metropolis.dy. Average 1/907, 

10,880. £. Katz, Special A Agent, New York. 


Jacksonville, Times-Union, morning. Aver- 
age January, February, March, 1908, 12,619. 





Tampa, Tribune, morning. _ Average 1907, 
12,516. Largest circulation in Florida, 


GEORGIA. 


Atlanta. Jouran}. dy. Av. 1907,51,144, Sun- 
day 56,882, Semi-weekly 68,275." Tke Jour- 
nal atte Dixie like tne dew. 


ILLINOIS 


Aurora, Daily Beacon. Daily average “obo 
1906, 6,454; 1907, 6,770; 4 months, 1908, 7,089. 


Chicago, The American Journal of Clinical 
Medicine, mo. ($2.00), the open aoor to the Ameri- 
can Doctor, and through him to the American 
Public. Av. circul’n for past 3 years, 87,794. 


Ohicage, Breeder’s Gazette. weekly. $2. Aver. 
circulation for year 196, 70,000. For - 
ended Dec. 25 1907, 74,755. 4 4mos. 08, 74,8 


Chicago, Commerciai Tele Telegraphers’ Journal, 
monthly. Actual average for 1907, 15,000, 


Chieage. Dental Review, monthiv. Actual 
average for 1906, 4.0013 for 1907, 4,018, 





Chiengo, Journal Amer. Med. Ass’n, weekly. 
Av. for 07, &%, 212; Jan., Feb., Mar.,’08, 58,087. 


Chie National Harness Review, monthly 
5,000 copies each issue of 1907. 
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Chica, £0, Record-Heraid, Average 1907, daily 
151,564; Sunday 216,464, itis not disputed 
that The Chicago Recora-Herald has the largest 
net _ paid circulation of any two-cent newspaper 
in the world, morning or evening. 

ee The absolute correctness of the latest 

circulation rating accorded 
the Record-Herald is guaran- 


fAerv-meteed by the publishers of 
Tero Rowell’s American News- 
paper Directory, who will 


pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. ‘the 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (QO). 


Galesburg, Republican-Register. even'g. Car- 
ries most advertising. Circulation, May, 6,174. 


Joliet, Herald, evening and Sunday yeorning. 
Average for year ending April 30, 1907, 3,871 


Peoria, Evening Star. Circulation for 1907, 


21,659. 
INDIANA. 


Evansville, Courier. Sworn daily circula- 
tion—average for re 17,018. Average for 
1908 (four months), 17,672. Circulation guar- 
anteed to be largest in Evansville. Smith & 
Budd, Representatives, N. Y., Chic. and St. L. 


Evaneaville. Journal-News. for 1907, 18,« 
. Sundays over 18,000. EF. ee 8. AN. os 


Lafayette, Courier and Call. 7907 av., 5,428, 
Only evening paper. Popular want ad medium. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1907. 26,112, 


Prineeton, Clarion-News. daily and weekly. 
Daily average 197, 1.577: weekly, 2.641, 


Seuth Kend. Tribune. Sworn arerage Apr. 
1908, 9,664, Absolutely bestin South Rend. 


IOWA 
Burlington. Hawk-Kye, daily. 
8.987. “All paid in advance.” 


Council Bluffs, Nonpareil. 
months ending June 30. 18,6 
Kvening-—Sunday. Only daily in city. 
covered otherwise. 


Davenport, Times. s. Daily aver. June, 14,027. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital, daily. Latopeste Age 4 
Publisher. Circulation for 1907, 41,582, Rate 
70 cents per inch. flat. lf you are a “5 business 
in lowa, the CAPITAL will get it for you. First in 
everything. 


Aver, 1907, 





Average six 
Morning— 
Can't be 





Dubuque, Times-Journal, morn. and even. 
Daily average, 1907, 11,849; Sunday, 18,555. 


KANSAS. 
Hutchinson, News. Daily 1906, 4.2603 7907, 
4,670. K. Katz, Special Agent, N.Y. 


Lawrence, World, daily. Actual average for 
1907, 4,217, 

Pittaburg, Headlight, dy and wy. Average 
1907, daily 6,228; weekly 5,547. 


KENTUCKY. 


Lexington, Leader. Av. 06, evg. 5,157. Sun. 
6,798; for ’07, eve’g, 5,890, Sy. Ss 102, E/Katz. 


MAINE. 


Auguata. Comrort.mo. W a. 
Actual average for 1907, 1,294,4: 


Augusta, Maine Farmer, w’kly. Aver. for 1907, 
14,126. Kates low; recognized farmers’ medium. 


“aioe pub. 


Ban Or, Commercial 
10,015: weekly, 28,422. 


Phillips. Maine Woods and Woodsman.weekly, 
4. W. Brackett Co. Arerage for 197, 8,012, 


Average for 1907, daily 


Portland. Evening Exprees, Arerage for 1907, 


daily 18,514. Sunday Telegram, 8,855, 


Waterville, Sentinel. 
daily. 


; 1907 average, 8,418 
The tastest growing paper in Maine. 


MARYLAND. 


Baltimore, American. Daily average for 1907, 
75,652; Sun., 91,209, No revurn privilege. 

_ Baltimore, News. daily. Evening News Pv 
lishing Company. Average 1907, 37,748, * 
June, 1908, 90,858. 

The absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (OO). Boston's 
tea table paper. Largest amount of week day ud, 


tte i 


Boston, Globe, Average 197. daily, 181,844; 
Sunday 808,808, Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


Wr We We We We We 


Human Life, The Magaz Magazine About People. 
Guarantees and proves over 200,000 copies m'thly. 
Boston, Traveler, daily. Circulation over 
85,000, Established 1825. The agyressive paper 
of Boston. John H. Fahey, editor and publisher. 


ix Home Paper. 





Fall River, Evening News. 
Actual daily average 1907, 7,0 


Gloucester, Times. 7/907 averuge, 7,804, 
Read by 95 per cent of Cape Ann readers. 

Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; 1/907, average, 16,522, The 
Lynn family paper. Circulation unapproachea 
in mts or quality by any Lynn paper. 


Salem, Evening News, Actual daily average 


Sor 197, 18,261. 


W oreester, Gazette, eve. Av. 1907, 14,682 dy. 
Largest eve. cire’n. Worcester’s * Home” paper 


W oreester. L’Opinion Ey aoe. daily (©). 
Patd average for 1907. 4,58 


Worcester, Telegram. morning. 26,827 in 
7907. Largest in State outside Boston. 


MICHIGAN. 


Bay City, Times, evening. Average for 
1907, 11,054 copies, daily, guaranteed, 


Jackson Patriot, Average May, ’08, daily 
8,499, Sunday 9,802. Grea Greatest net circulation. 


Saginaw, Courier-He --Herald. daily. Only rapa d 
paper; aver. for 1907, 14,749, Exam. by A. A. 


Saginaw, Evening | News. daily. Average for 
1907 ne OLD BT: June, 1908, 19,215. 


MINNESOTA. 


es Pziath, Evening Herald. Daily average 1907 


098. Largest by thousands. 


Og oe Farmers’ Tribune. twice-a-week. 
J. Murphy, pub. Aver . for 1907, 82,074. 


Minneapelis. Farm Stock, and Home, semi- 
Monthly. Actual average 1905. oct aver- 
age for 1906, 100,266; for 1907, 108.5: 

The absolute accuracy of Farm, 
Stocic & Home's circulation rating 
is guaranteed oy the American 

AL Newsvaper Directory. Circulation ts 

AN practicaily conjine to the farmers 

TEED of Minnesota, the Dakotas, Western 
Wisconsin and Northern lowa. Use 
it to reach section most prontably. 
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Minneapolis, Journal. Daily, 
and Sunday :@©). In 1907 aver- 
age daily circulation, 76,861, 
K:vening only. In 197 av, Sun- 
day cir., 72,578. Daily aver- 
age circulation for June, 1908, 
evening only, 75,188, Average 
Lundaycirculation ‘or June, 1908, 
70,741. The absolute accuracy 
of the Journal's circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
guaranteed to go into more 
homes than any naper in its field 
and to reach the great army of 
©O| purchasers throughout the 
Northwest. The Journal brings 
results. 

CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 

GUAR day Tribune average per issue 
TEED Sor the year ending December, 
1907, was 76,608. The duily 

eosin: Newse Tribune arerage per issue for 

paper Diree- the year ending Dece-nber, 1907, 

tory. was 101,165, 


1 


Minneapolis, Svenska Ameriksraka Posten. 
Swan J. Surnblad, pu. /907, 54, 


St. Paul, Pioneer Press Net average curcula- 
ton for 1907—Daily 85,716, Sunday 85,465. 

The absolute accuracy of the 

Pioneer Press circulation state- 

UA waaay is D aahohong oa bd the > anne 

can Newspaper Directory. Ninety 

© A ne per cent of th the mouey due for sub 

TEED scriptions is collected, showing 
that subscribers take the paper 

because they want it. All matters 

pertaining to circulation are open to investi- 

gation 


MISSOURI. 
Joplin, Globe, daily Average 1907, 17,080, 
E. Katz, Special Agent, N. 


Lexington. The Intelligencer reaches the best 
people in lafayette County. Daily and weekly. 


St. Joseph, News-Press. Circulation, 7907, 
87,888. “Smith & Budd, Eastern Reps. 


St. Lonia, National Druggist, mo. Henry R. 
Strong, Editor ana Publisher. Aver. for 7907, 
10,570 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and Stock Grower, 
mo. actual average for 1907, 104,666, 
NEBRASKA. 
oii incoln, Deutsch-Amerikan pemeee. weekly. 
148,245 for year ending Oct. 30, 


Lincoln, Freie Presse, seekiy. Average year 
ending Sept. 25, 1907, 142,98 


NEW HAMPSHIRE. 
Nashua, Telegraph. The only dailyin city. 
Average for 1907, 4,271. 
NEW JERSEY 


Asbury Park, Press. /907, 5,076. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. peiowren Sor 
year ending December 5: 3, 1907, 9,0 


Elizabeth, Journal. ‘Av. 1905. 6,153 1906, 
7,842; 1907, 8,811; Jan., 08, 9,479, 


deraey Clty. Evening Journal. Ae Sts a 
1907, 24,880. First six months 1908, 24,87. 





wark. Eve. News. Net dy. av. for 1966, 
eéess copies; for 1907, 67,195; Jan. 69,829, 


Trenton, Kvening Times. Ar, 1906, 18.287; 
aver, 1907, 20,270; last 4 yr. 07, aver. 20,409, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
4907, 16,895, /t’s the leading paner. 








Brooklyn. N. Y. Printers’ Ink sa 

THE STARDARD UNION now has th he 

largest circulation in Brooklyn. Daily 
average for year 1907, Beer. 


Brooklyn, Weekly Record, weekly, 2 cents. 
Aver, for year 1907, 6,112, A want ad medium. 


Kuffale. Courier, morn, Av./907. Sunday .91. 
447; daiiy, 51,604; Enquirer, even.. 84,570, 


Buffaie. Evening News. _ Daily arerave fae 
94.690: Sor 196, 94.7423 1907, 94,8. 


Mount Vernon, Argus. evening Actual daity 
average for 6 mos. ending June 30, 1908, 4,814. 


Newburgh, | Daily News, evening. Av- 
erage circulation first quarter 7908, 

















6,088.  Circulates throug! out Huason 
Valley. Examined and certified by A.A.A. 


New York City. 
New York, Army and Navy Journal. Est. 186:. 
Weekiy average, 6 mos. to June 27, 08, 10,169. L. 


Automobile. pal Average for year ending 
Dec. 1907, 17,09. 


Baker's saietaia monthly. W. k. Gregory Co., 
publishers. Actual average for 1907, 5,784, 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in tue United States, 
Circulation for 1907 64,416; 50c. per agate line. 


Clipper, weekly (Theatrical), Frank Queen 
Pub, Co., Ltd. Aver. for 197, 26,.641(@@). 


El Comercio, mo. Spanish export. J. Shepherd 
Ciark Co. Average for 1907, 8,888—sworn. 


Music Trade Keview, music trade and art week- 
ly. Average for 1907, 4,709. 


The People’s Home Journal. 564,416 mo. 
Good Literature. 458,666 monthly, average cir- 
culations for 1907—all to paid-in-advance sul- 
scribers. F. M. Lupton, pub., Inc. Briggs & 
Moore, West. Rep’s., 1438 Marquette Bdg., Chicago. 

The Tea and Coffee Trade Journal. Average 
circulation for year ending June, 1908, 9,818; 
June, 1908, issue, 10,500. 


The World. Actuai aver. for 1907, Morn,. 245,- 
442. Evening. 405,172. Sunday, 488,885. 
Poughkeepsie, Star, evening. Daily average 
Sor first six months, 1908, 4,455; June A.b91. ¥ 
Schenectady. Gazette, daily. A. N. Liect 
Actual average for ’06, 15,809; for ’07, 17,152. 


Syracuse. Evening Hleraia. daily. Herald Co. 
pub. Aver, 1907, daily ily 85,509, Sunday 41,180, 


Lig 4 Record. Average circulation 
1907, 20,168, Only paper in city which 
has ‘permitted A. A. A. examination, and 
made public the report, 
Utien. National Electrical Contractor, mo. 
Average for 1907, 2,542. 
Utien. Press. datiy. Otto A. Meyer, publisher, 
Average for year ending Dec. 31, 1907, 14,889, 


NORTH CAROLINA. 

Charlotte. News, 5,898; Times-Democrat, 
6,099. They lead in their territory. 

OHIO. 

Akron, Times, daily. Actual average for 
year 1906, 8,977; 1907, 9,551. 

Ashtabula. Amerikan Sanomat, Finnish, 
Actual average for 1907. 11,120, 

Cleveland, Piain Dealer. st. 1841. Act. daily 
and Sunday average 1907, 74,911; Sunde, 
“—— May, 08, 77,885 daily; Sun., $6,446 

Darton. Journal. 7/907, actual average, 
21,217. 

Rerteeeh Farm and Fireside. over % cen- 
tury leading Nat. agricult’l paper. 07, 447,845. 

Youngatown., Vindicator. Dy. av.'07. 6 7683 
Sy. 10,017; LaCoste & Mixwzell, N Y. &, Chicago. 


OKLAHOMA. 
Muskogee, Times-Democrat. Srereg, wae dye 
514; for 1907, 6,659. EF. Katz. Agt., 
Oklahoma City, The Oklahoman. 7907 aver.. 
20,152; May, °08, 26,214, E. Katz, Agent, N.Y. 
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OREGON. 


Portiand, Journal, bas larger vircula- 
tion in Portland and iv Oregon than any 
other daily paper. Portland Journal, 
catty average 1907, 28,805; for June, 
190: 116. Vreeland- -Benjamin, Kep- 

rennateinen, N, ¥. and Chicago. 


Portland, The Oregonian (O©). 
For over fifty years has been the 
ees y newspaper of the Pacific 
orthwest—more circulation, 
more foreign, more local and 
more classified advertising _ 
any other Oregon newspa 
June circulation, — acerage 
85,247; Sunday average 48,911 


PENNSYLVANIA. 


Chester, Times, ev’g d’y. Average 1907.7.640, 
- Office, 220 B’way. F. RK. Northrup, Mer. 


Erie, Times, daily. Aver. for 1907, 18, 511; 

May, 1908,18,898, E. Katz, Sp. Ag., N. 
Harrisburg, Tele raph Swornav. June. 1908, 

15,219. Largest paid cir. in H’b’g or no pay. 


Philadelphia. Contectioners’ Journal, mo. 
Av. 1906, &.514 197, 5,514 (OO). 


Printers’ Ink awarded Farm 
JOURNAL ~ Seventh Sugar Bowl 
because that paper. among all those 


pape 
published in the United States, best 
serves its purpose as an educater 


and counselor for the avricultucal 
population, and as an effective and 
economical medium for communi- 
cating with them through its ad- 
vertising columns. 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 
Star,it has the Gold Marks and is 
cn the Roll of Honor—the three 
most desirable distinctions for 
any pewspaper. Sworn average 
circulation uf the daily Press for 

1907, 102,993; the Sunday Press, 124,006. 


66 In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET AVERAGE FOR MAY 


246,909 


poe A DAY. 
WILLIAM L. MCLEAN. 





West Chester. Local News, 
daily. W. i. Hodgson, Average for 
1907, 15,687. In its 35th year, 
Ae independent. Has Chester County 
AN and vicinity for its field. Devoted 
isa?) to home news, hence is a home 
paper. Chester County is second in 

he State in agricultural wealth. 


York, Dispateb and Daily, Average for 1907, 


18,124 
RHODE ISLAND. 


Pawtucket. Evening Times. Aver. ctrculation 
for 1907,17,908 (sworn). 








Previdenee. Daily Journal, 17,712 
‘OO), sunday. 24,178 ‘«OO). Krening 
Bulletin 87,061 averave 1907 Bulletin 
circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 
Charleston. Evening Post. Actual dy. aver- 
age 6 mos. 1908, 4, 685; June, June, 5,184, 


Columbia, § State. Actual aver- 
age for 1907, daily (© ©) 18,052, 
Sunday (O®) 18,887. Semi- 
| 2,997. Actual average 
Sor first four months of 1908, 
daily (© ©) 18,808; Sunday (© ©) 
14,8, 


Spartanburg, Herala — daily average 
circulation for first six months of 1908, 8,289, 


TENNESSEE. 
Chattunooga, News. Average 
Sor 197, 14468. Only Chatta- 
nooga paper permitting exami- 
Aleta vation circulation by A. A. A. 
N Carries more advg. in 6 aays 
TEED than morning paper 7 days. Great- 
est Want Ad medium. Guuaran- 
tees largesteirculation or no pay. 


Knoxville, Jou Journal and Tribune. 

1k Go4.” We meer ending Dec. 3/, 1907, 

694, eek-day av. Jan. and Feb- 
ay 08 in excess of 15,000. 


Memphis, Commercial ap Appeal. daily. Sunday, 
weekly, 1907 He 42,066; Sunday, 
61,778; nied Ry “so, O78. Smith & Thompson, 
Representatives, N. Y. and Chic ALO. 


Nashville, Banner, daily. Aver. for year 1906, 
81,4558: for 197, 86,206. 


TEXAS. 


EI! Paso, Herald. Jan.. av., 9,008. More than 
both other El Paso dailies. Verified by A. A. A. 


VERMONT. 


e, Times. daily. F. E. Langiey. Aver. 1904, 
8,527; $306, 4 118; 1907, 4,585, Exam, by A.A.A 


Burlington, Free Press. Daily Average for 
1907, 8,415. Largest city and State circiula- 
tion. Fxamined by Asso. of Amer. Advertisers. 


Rutland, Herald py a, hoe8. Only 
Rutland paper examined by A 


St. Albans, Momenqer, ay. Average for 1907, 
8.882. Examined by A 


VIRGINIA. 


Danville, The Bee. Av. 1907,2,%711. April. 
1908, 3.285. Largesi cire’n. Only evening paper 


WASHINGTON. 


Seattle, Post insettigencer (OO). 
Av. ier Feb. 8, net -Sunday 
89,6 6; Daily, $2,088; week day 
80,874. Oniv sworn circulatior 
in "Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton; hignest quality, best service, 
greatest results ulways. 


Pi mmy Ledger. Average /907, daily, 17,482; 
unday, 25,002. 


Tacoma. News. Average 197,186,525: Sat- 
urday. 17.630, 





gz 


f 











WEST VIRGINIA. 


Piedmont, Business Farmer, monthly. Lar- 
gest farm paper circulation in West Virginia. 


Ronceverte. V. Va, News. wy. Wm. B. Blake 
&Son, pubs, aver, 1907, 2,524, 


WYOMING. 
Ohevenne, Tribune Actual datin average net 
for 1907, & O@A4: semi-weekly, °07, 4,810. 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,67 1; semi-weekly. 2,416; June, ’08, dy. 4,558. 


Madixon. State Journal. dy. Actual average 
Sor 1907, 5,086, 


Milwaukee, Evening Wisconsin,d’y, Av. 1907, 
28,082 ‘©@). Carries largest amount of ad- 
vertising of any paper in Milwankee. 


Oshkosh, Nortnwestern. aaily. average for 
4907, 8,680. Examined by A. A. A. 


Racine, Journal, daily, Average for the last 
six months 1907, 4,876, 


_ Milwaukee, The Journal, eve., 

ind daily. Daily average for 1907, 

UA 51,922; for June, 198, 56,181; 

G aw daily gain over June, 197, 8,979. 

te NS The paid circulation of the 

EE Milwankee Journal is larger than 

that of any two ctner papers in 

: Milwaukee, and the city circula- 

tion of The Milwaukee Journal is larger than is 

the combined city circulations of any three 

other Milwaukee dailies. The Jourual leads all 

Milwaukee papers in classified and volume of 
advertis‘ng ca: ried. 
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Kacine. Wia., Estab. 1877. 
Acturl weekly averayve for year 
euded Dec, 30, 1907, 56,817. 
Larger circulation in Wiscon- 
sin thanany wax * Adr. 
#3,50 an mch. N. Y. Office, Tem- 
ple Ct. W.C. Richurason, Mgr. 


BRITISH COLUMBIA. 


Vancouver, Province. daily, Av. for 1907, 
18,846; June, 1907, 18,878; June, 1908, 15,772. 
H, LeClerque, U.S, Repr., Chicagoand New York. 


MANITOBA, CAN. 


Winnipeg, ber Nordwesten. Canada’s Ger- 
man newsp’r. Av. 1907.16,546, Rates 46c. inch, 


Winnipeg, Free Press, daily ana weekly. Ar- 
erage for 1907, daily, 86,852; daily June, 1908, 
85,186; weekly av. for mo. of June, 27,062. 


Winnipeg, Telecram. Average daily. June, 
08, 28,929. Weekly av. 28,000, Flat rate. 


QUEBEC, CAN. 


Montreal, La Presse. Actual average, 907, 
daily 108,828, weekly 50,197. 


Montreal, the Daily Star and 

The Family Heraid and Weekly 

Star have nearly 200,000 subserib- 

GUA ers, representing 1.000,000 readers 
Cal —one-fiftn Canada’s population, 
TEED Ar. cir, of the Daily Star for 1907, 
62,887 copies daiin; the Weekly 

Star, 129,885 copies each issue. 





The FLORIDA TIMES-UNION 


JACKSONVILLE 


Daily (Mornings) Sunday 





{{ The only Jacksonville newspaper publishing the full Associated Press re- 
port. Direct wire to its own editorial rooms. 


‘| Leads in both quantity and quality of circulation. 
‘| Leads in both city and country circulation. 
] Accepts contracts guaranteeing largest paid circulation of any Florida 


newspaper or no pay. 


‘| Circulation books and records open for examination, without previous 
notice, to the Association of American Advertisers or any one interested. 


Sworn daily average circulation first six months this year: 


12,6076 


Over 96 per cent being net paid. 


VREELAND-BENJAMI 


SPECIAL ADVERTISING 
AGENCY 


Manager Foreign Advertising Department 


225 FIFTH AVE., NEW YORK 


BOYCE BUILDING, CHICAGO 
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COLORADO, 
y 7 ANT advertisers get best results in Colorado 
Springs Evening Telegraph. Ic. a word. 
'\HE DENVER Post prints more paid ‘* Want” 
advertisemen ha the other news 
papers in Colorado combined. 


DISTRICT OF COLUMBIA. 
TE EVENING and SuNDAY STAR. Washington, 
(© ©). carries DOUBLE the number of 
WANT Ave of any other paper 


ILLINOIS. 
rf. HE AURORA BEACON publishes more ‘Want 
Ads” than any other Northern Illinois news- 
paper outside of Chicago. One cent a word. 


HE Champaign 


medium of Ce niral 

sony EARLY everyboay w who reads the Eng- 
x lish language in. around or about Chi- 

cago,reads the DAILY Nrws,” says the P. 

Review. and that’s why the DaILy News is Chi- 

cago’s “want ad” directory. 

4 + TRIBUNE publisnes more classitied ad- 
vertising than any other Chicayo newspaper. 
ALESBURG REPUBLICAN-REGISTER leads all 

Iilinois inland dailies in paid Want ads. 
INDIANA. 
fPHE INDIANAPOL:S NEWS, the best medium 
in the Middle West for mai!-o: der classifie< 
advertising. carries more of it than all the other 

Indianapolis papers combined its total in 1907 

being 289,807 ads (an average of 9:9 a day)—23.331 

more than all the other local papers had. The 

NEws’ classified rate is one cent a word. and its 

daily paid circuiation over 75.000. 


The INDIANAPOLIS STAR 


Publishes more classified advertising 

than any other paper in Indiana. 
During the first six months ot 1908 

The Star carried 223.30 columns 

more paid ‘‘Want’’ advertising than 

was claimed by its nearest competitor. 
Rate, Six Cents Per Line. 





Rate le. a word. 






s the leading Want ad 
astern lilinois. 





a 




















MAINE. 
Hl EVENING EXPRESS carries more Want ads 
than al) other Portinnd dailies combined. 
MARYLAND. 


ane Baltimore News carries more want Ads 
than any other Baltimore daily. it ix the 


recognized Want Ad medium of Baltimore 
MABRACHURET IB. 





M\HE BOSTON GLOBE. daily and Sunday, for 

the year 1907, printed a total of 446.736 paid 
“‘want”’ ads. There was a gain of 1,979 over the 
year 1906, and was 230,163 inore = wny other 
Boston paper carried tor the year 1 


te te tk ty te ik 


IJ\HK; Boston KVENING TRANSCRIPT is the great 
resort guide for New Knulanders. They 
expect to find all goou places listed in ita adver- 
tising columns. 
MINNESOTA. 
be MINNEAPOLIS TRIBUNK is the recognized 
Want ud medium of Minneapolis, 
CIRO’LAT’N 5 hued MINNEAPOLIS 'TRIBUNK is 
the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publixhes over 140 columns of 


GUA Want advertisements every week 
AN at fuli price ‘(average of two 
TEED pages a day); no free ads, price 


ya both morning and even- 

ng issues. Rate. 10 cents per 

by Am. News- line. Haily or Sunday. 
paper Di’tory 
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INK. 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas 
sitted advertising than any other 
Minneapolis newspaper. From 
Jan. 1 tu May 1 toe average num- 
ber of columns each week was 135, 
No free Wants and no Clairvoy- 
ant nor objectionable medica) 
advertisements printed. Classi 
tied Wants printed in June 158,116 
tines. Individual advertirements 
22,741. Kight cents per agate line 
per insertion. if charged. No ad 
taken for less than 24 cents. If 
cash accompanies order the rate 
is 1 cent a word. No ad taken 
iess than 20 cents. 


T. PAUL DISPATCH, St. Paul, 
its field. Average for 1% 1907, 68,6 





en covers 


WINNOUK Ts | 
HE Joplin GLOBs carries more Want ads 
than all other papers in Southwest Missourt 
combined, because it gives results. One centa 
word, Minimum, léc. 


MONTANA, 
nae Anaconda STANDARD, Montana's 


ewspap+r. Want Aos, Ic. per word, 
culation for 1907, 11,087 daily; 15,090 Sunday. 


best 
Cir- 


NEW JERSEY. 
ERSEY CITY EvENING JOURNAL leads all other 
e Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


N EWARK, N. J, FREIK ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
One cent per word ; 8 cents per month. 


aw 
NEW your. 
LBANY EVENING JOURNAL, Kastern N, Y.’s 
best paper for Wants ang classified ads. 


I UFFALO EVENING NEWS with over 95,000 cite 
cutation, is the only Want Medium in ‘Buttalo 

and the strongest Want 

outside of New York Cit 


RGUS, Mount Vernon’s only daily. Greatest 
Want Ad medium in Westchester County. 


RINTERS' INK, published weekly, The rec- 
ognized and leaging ‘\antaa medium for 
want ad meaiums, maii order articles, advertis- 
ing novelties, printing. typewritten citcuiars, 
rubber stamps, Office devices. adwriting, balf- 
tone making, and practivatiy anything whico 
Interests and appeais to advertisers and obusi- 
ness men. Classified aavertisements, 20 Cents 
a line per issue flat, six worus toa line, 






mans 





Medium in the State, 





Oni. 
N a list of 100 recognized classified advertising 
mediums. only two produced results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. You want results. 
OUNGSTOWN VinvicaTOR—Leading “Want” 
medium, lc. per w ora ). Largest circulation. 


Ok! OMA, 


— OKLAHOMAN Okla. City, 26.214 Publishes 
more Wants than any 7 Vkia. competitors. 











PENNSYLVANIA. 
f ub, Chester, Pa., TIMES carries from two to 
tive times more ciassifiea ads than any 
other paper. Greatest circulation, 


UTAH. 
‘ALT LAKE TRIBUNE—Get results—Want-Ad 
medium tor Utah, Idaho and Nevada. 





CANADA. 
MNWE DAILY TELVGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces 
Largest circulation and most up to date paper of 
Eastein Canada, Want ads one cent a word. 
Minnoum charge 2 + as 


As PRESSE. Montrea: “Largest daily circula- 
tion in Canada witnout exception, (Daily 
103,828—swornto.) Carries more want ads than 
any newspaper in Montreal. 


*S.HE Montreel DaILy STAR curries more Want 
1 advertisements than aJ} other Moncreal 
dailies combined. The FAMILY HeRaLD aANb 
WEEKLY ATAR Carrie more Want advertisements 
than any other weekly paper in Canada. 
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(©©) GOLD MARK PAPERS(@@)) 





Uutor 4 grand LOLal OF 22,898 puodiications Listed in the 1907 issue of Roweil’s American Newspa- 
per Directory, one hundred and twenty are distinguished from all the others by the so-valiet gold 


marks (© 





ALABAMA, 
THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 
WASHINGTON, D. C. 


coerreet » Washington SUBSCRIBES to 
TH VKENING AND SUNDAY STAK, Average, 
it” 35,486 ooo. 








GEORGIA, 
ATLANTA CONSTIIUTION (©©). Now, as 
always, the Quality Medium of Georgia. 


ILLINOIS, 

BAKERS’ HELPER (© ©), Chicago, ouly “Goid 
Mark” journal for baxers, Oldest, beat known. 

THE INLAND PRINTER, Chicago.(@ ©) Act- 
ualaverage circulation for 1905, 15,866. : 

TRIBUNE (© ©). Only vxper in Chicago re- 
ceiving this mark. because TRIBUNK ad brings 
satisfactory results 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© @). 
Best paper in city; read by best people. 


MAINE. 
LEWISTON KVEN!ING JOURNAL. daily, aver- 
age for 1907, 7,784; weekly, 17,545 (© @); 7.44% 
increase daily over last year. 


MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Kee- 
ognized organ of the cotton and woolen indus- 
tries of america (OO). 

BOSTON COMMERCIAL BULLETIN (QO). 
Reaches buyers of machinery for wool and cotton 
manufacturers. Est. 1859. Curtis Guild & Co., Pub. 

BOSTON KVENING TRANSCRIPT (OO). estab- 
lished 1830. The only gold mark dai.v in Boston. 





SPRINGFIELD REPUBLICAN (@®). Only 
Gold Mark daily in western Massachusetts. 


WORCESTER L‘OPINION | PUBLIQUE (90). is 
the only gold mark French daily in the LU 


MIN NESOTA. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation «and most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified edvertising and more total 
advertising than any paper in the Northwest. 


NEW YORR, 
ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation. influence and prestige. 


BROOKLYN EAGLE (QO) its THK advertising 
medium of Brooklyn 


CENTURY MAGAZINE (© ©). There area few 
people im every community who know more 
than all the others These people read the 
CENTURY MAGAZINKI 

DRY GOODS ECONOMIST (@O), the recog- 
nized authority of the Dry Goods and Depart- 
ment Store trade, 





ELECTRIC RAIL WAY JOURNAL (O©). A 
consolidation of “Street Railway Journal” and 
“Electric Railway Review.” Covers Goren 
the electric railway interests of the worl 
McGRAW PUBLISHING COMPANY. 


ELECTRICAL WORLD (©). Kstablisbed 1874. 

he grest international weekly. Cir. audited, 
verified anda certified by pod Association of Amer- 
ican Advertisers, ly cur. during 1907 
was 18.294 Mc RAW P val ISHING COMPANY. 


ENGINEERING NEWS (@©) ‘The leading 
engineering paver of the wo. !d; estaplished 1874. 
teaches the man who buys or hus the authority 
to specify. Over 16,000 weekly. 


THE KNGINEERING RECORD (©). The 
most progressive civil engineering journal in 
the world. Circulation averages ove: r 14, 7M —_ 
week. McGRAW PUBLISHING Cx MPA N 


NEW YORK HERALD (@®). eg meb- 
tions America’s leading newspapers mentions 
the New York HERALD first 


NEW YORK TIMES (@©). One of three morn- 
ing papers with a daily N. Y.C. sale of over 100,000. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Estublished 1841. A conservative, clean 
and up-to date newspaper, wuose readers repre- 
sent intellect and purchasing powertoa bign- 
grade advertiser 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in tne world, 
VOGUE (@©) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


Ono. 

CINCINNATI EXQUIRER(@O). In 1907 i. La 
cal advertising was 33 t-3% more than in 1906, 
local advertiser knows where to spend i 
mouey. The onty Gold Mark paper in Cincinnati. 


OREGON, 


THE OREGONIAN (© ©), established 1851. 
The great newspaper of the Pacific Northwest. 


RHODE ISLAND. 


PROVIDENCE JOURNAL (QO), a conservative 

enterprising newspaper without a single rival, 
PENNSYLVANIA. 

THE PRESS (© ©) is Philadeiphia’s Great 
Home Newspaper. It is on tie Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paver Sworn circulation of The Daily Press, 
for 1907, 102,993; The Sunaay Press, 124.006 


THE PITTSBURG 
© DISPATCH ee 


The newspaper that jucicious advertisers 
lect first to cover the rich. pro- 
Pittsburg fleid. Best twocent 
morning paper xssuripg a prestige most 
protitable to advertisers argest bome 
delivered circulation in Greater Pittsvurg. 




















SOUTU CAROLINA. 
THE STATE (@©), Colummia, 8. C. Highest 
quality, large-t circulation in South Carolina, 





VIRGINIA, 


THE NORFOLK LANDMAKK (@©) is tke 
bome paper of Norfolk. Va. That speaks volumes. 


WASHINGTON, 

THE POST INTELLIGENCER (QO). Seattle’s 
most progressive paper. Oldest in State; clean, 
reliable, influential. All home circulation. 

WISCONSIN, 

THE MILWAUKEE EVENING WISCONSIN 
(@O©), the only gold mark daily in Wisconsin, 
OANADA, 

THK HALIFAX HERALD (© ©) and the EVEN- 

ING MAIL, Circulation 15.558. flat rate 


THE GLOBE. Toronto (©©), has done big 
things for others by way of returns. 
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Safe Advertising 





We stand for safe advertising. 
Any other kind is unnecessary. 


The day when advertising was 
speculation is over for the man who 
knews. 

A newspaper campaign can be 
proved out in six towns just as well 
as in six hundred. 


A magazine campaign can be 
proved in six mediums just as well 
as in sixty. 

Before one spreads out he can know 
to a certainty what the results will be. 


Our questionis never, What are you 
going to spend? 

Though our revenue, as with all 
agents, is a commission, paid largely 
to us by magazines and newspapers 
on the expenditure. 

We ask ourselves, rather, What 
are the possibilities? 

And we accept or refuse an account 
on our judgment of them. 

We can do this because we com- 
mand the ability to make a success 
of anything possibie. 


We are willing to abide by results 


The largest accounts we have were 
started with small expenditures. 


On many, we spent ten times our 
commission in working out the first 
campaign. 

Each dollar spent came back with 
a profit. We proved it beyond any 
question. 

Then the advertiser, naturally, 
spent all the dollars he could. 


We are ready to do the same with 
you, if your line has possibilities. 





We have spent 35 years in adver- 
tising. 


Yet every week we learr scme- 
thing new of what it can do. 


Note how advertising has multi- 
plied in the past few years. 

Note the vast variety of little and 
big things now being made to pay 


Ten years ago most of these things 
seemed impossible. 

Hundreds of these new accounts, 
in unexplored fields are due to ovr 
development. 


We have done so many things. 
never done before, that we have 
come to believe that almost anything 
can now be done by advertising. 


But it cannot be done, in these 
days, without experience and ability. 
There is too much good advertising 
to leave any chance for the amateur. 


We Pay One Ad-Writer 
$1,000 per Week 


Mr. Claude C. Hopkins, now perma- 
nently at the head of our copy de- 
partment, receives a salary of $1,000 
per week. 

The highest salary ever paid in 
advertising. 

But Mr. Hopkins, as a salesman in 
print, is unrivaled, 

He has made more money for ad- 
vertisers, in more different lines, 
than any other man who ever wrote 
copy. 

Many of the greatest successes of 
the past twenty years have been due 
to his copy and schemes. 

And he is safe. Experienced 
enough to avoid the impossible. Able 
enough to make the possible pay. 





We have in our copy department, 
under Mr. Hopkins, the ablest men 
we know. 
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Men whom we pick out without 
regard to expense, by the brilliant 
results that we see them accomplish. 


We are seeking everywhere, all 
the time, for the men who make the 
exceptional records. 

In this vortex of advertising—in 
this school of experience—such men 
multiply their powers. 

All of these writers advise with 
Mr. Hopkins. All copy must meet 
his approval. 


Our Advisory Board 


Our Advisory Board consists of six- 
teen men, all masters of advertising. 

Each is a man of proved ability, 
and of vast experience. 

Mr. Hopkins is at the head of it. 

Before this whoie Board comes 
every large problem of present or 
possible clients. 





Here we discuss the advice to be 
given to any concern that consults 
us. And this advice is free. 


These sixteen men decide what is 
possible and what is impossible. 
They decide on means and schemes 
and copy. 


Thus all the ability, all the expe- 
rience, at our command is brought 
to bear on each problem. 


That is why we succeed. 


Yet this high-priced talent is not 
an expense to us; rot an expense to 
our clients. 


We handle advertising on the usual 
agent’s commission. 


These brilliant men all earn their 
way by developing the small account 
into the large one. 


By making advertising so profit- 
able that it expands, while minor 
men would kill it. 


It is far cheaper for us to keep ad- 
vertisers, and to develop them, than 
to constantly solicit new. 


29 
To New Advertisers 


If your article has possibilities, 
tell us about it. We will gladly give 
you our judgment. 

If the thing is impossible, we won't 
undertake it. We cannot afford the 
time. 





If the thing has a future, we will 
tell you how to safely prove it out. 


We have made hundreds of for- 
tunes in this way. 


To Old Advertisers 


Give us a limited territory—a lim- 
ited number of mediums. 

Do this, if you wish, without dis- 
turbing present relations. 

Let us prove our claims. Learn 
what new ideas our able men may 
work out for you— what new view- 
point they can bring to bear. 


Then compare the results. 


Don’t let us argue. Let us leave 
the question of who gets your adver- 
tising to some proved results. 


Can you, Mr. Business-Man, neg: 
lect such an offer as that? 


Please cut out this coupon—now 
while you think of it. Send it toget 
our book “Safe Advertising” a bril- 
liant example of our advertising 
powers. 

Then form your own judgment of 
what we can do. 





A Reminder 


To send to Lord & Thomas, Chicago, 
for their book, ‘‘Safe Advertising.’’ 




















Please state name, address and business. 
Also the position that inquirer holds in 
the business. 

—~ 





LORD & THOMAS 


NEWSPAPER, MAGAZINE AND OUTDOOR 


AM. TRACT SOC. BLDG, 
NEW YORK 


ADVERTISING 


TRUDE BUILDING 
CHICAGO 
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THE retailer’s problems are to 
a large extent the manufacturer’s 
problems. Some manufacturers 
understand this and are continu- 
ally studying to find new ways in 
which they can help dealers to 
unload the goods they have 
bought. Other | manufacturers 
seem to give the matter very little 
thought one way or the other, 
relying entirely upon the intelli- 
gence and ability of well-paid 
salesmen to dispose of the out- 
put. The latter class of manu- 
facturers is much more likely to 
feel the effect of ‘business de- 
pressions and to receive discour- 
aging reports from men on the 
road. ‘The best traveling sales- 
man in the world cannot continue 
indefinitely to sell dealers whose 
shelves are filled with unsold 
goods. The manufacturer him- 
self must find ways and means to 
persuade the consumer to take the 
goods off the retailer’s hands. 
Printers’ INK appreciates how 
closely the interests of manufac- 
turer and retailer are united, and 
will hereafter devote more space 
to the retailer’s peculiar prob- 
lems. There will be helpful hints 
and reports of successful mer- 
chandising plans from all over the 
country. Manufacturers can 
utilize these suggestions in vari- 
ous ways: By selecting such as 
seem practical and _ desirable, 





PRINTERS’ INK. 


adapting them to individual lines 
of goods and sending them out 
to dealers through the medium 
of form letters, printed matter or 
by word of mouth from the trav- 
eling salesman. A shorter and 
more economical means to the 
end would be for a manufacturer 
to subscribe for a sufficient number 
of copies of Printers’ INK to 
supply his best dealers, and in- 
struct us to send the paper for 
one year with his compliments. 





The Hazen Six of the best 
s », Magazines pub- 
Interests”’ jicshed in this 


country, together with an excel- 
lent agricultural journal, are now 
in the hands of the Hazen family 
so far as their advertising affairs 
are concerned. George H. Hazen, 
advertising manager of the Cen- 
tury and St, Nicholas, is also 
president of the Crowell Publish- 
ing Co., which owns the //oman’s 
Home Companion and Farm and 


Fireside. Few men are more 
widely known in the publishing 
world than George H. Hazen. 


His knowledge of the field has, 
for years, made him the advisor 
of every good advertising man 
looking for a new _ connection. 
Josiah J. Hazen, his brother, has 
lately left Life to take charge of 
the advertising department of 
McClure’s. E. W. Hazen, a third 
brother, has just been transferred 
from the Chicago office of the 
Curtis Publishing Co. and is now 
managing the New York office of 
the Ladies’ Home Journal and 
Saturday Evening Post—a_ full- 
grown job. There are only three 
brothers in the Hazen trio. If 
there were more, it might be 
somewhat of a problem to find 
other magazines that come up to 
the Hazen standard. 


HERE is a new record that 
George A. McClellan of the Day- 
ton, Ohio, Journal claims as his 
own: In its Anniversary Number 
last month the Journal carried 
115 columns of foreign advertis- 
ing—said to be more than any 
other American daily has ever 
printed in a single edition. 
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Printers’ INK is thinking of 
starting a prize voting contest on 
“What Advertiser Pays The 
Highest Rates?” If such a com- 
petition is begun, ary daily or 
weekly newspaper having over 
1,000 circulation will be entitled 
to a vote. It is possible that some 
reader of Printers’ INK already 
has this information down pat, in 
which case it would not be neces- 
sary to go to all the trouble and 
expense required to obtain a line 
of information which would be of 
interest to quite a large number 
of persons. 

Cuas. H. Eppy, who may be 
presumed to know all about Bos- 
ton inasmuch as he represents the 
Boston Tvranscript, kindly  fur- 
nishes Printers’ INK with a 
ready-made editorial: ‘One of the 
Boston papers had a special finan- 
cial issue July Ist and beat out 
the other Boston papers slightly 
in that issue and they are doinga 
lot of bragging. We find that in 
the papers tor June 29 and 30 and 
July 1, the period when financial 
people were advertising for divi- 
dend investments, the Transcript 
had 3,965 lines; Advertiser 2,830; 
Herald 2,470; Post 2,410; Globe 
1,177; Journal 985.” 





THE editor of the London edi- 
tion of the Business Man’s Maga- 
sime recently wrote to the British 
Postmaster-General complaining 
of the postage charged on Eng- 
lish magazines, and pointing out 
that, while a copy of his publica- 
tion can be mailed to Vancouver, 
Canada, for two cents, the postage 
on a copy to a London subscriber 
is five cents. He received a reply 
from the Postoffice stating that 
the Postmaster-General is bound 
by the Postoffice Act of 1870, and 
has no power to allow magazines 
to pass at the cheaper rate grant- 
ed under the Act to newspapers. 
It is further stated that in con- 
sequence of the old rate to Can- 
ada British magazines were prac- 
tically excluded from that coun- 
try, and that the present Canadian 
magazine post was a special ar- 


rangement come to by the Post- 
master-General with the Canadian 
Government. 


Getting the The Victor Talk- 
ing Machine 
Inside Facts Company put out 
a line of advertising which is ad- 
mirable in many ways, but particu- 
larly so in the intimate knowledge 
it exhibits of the inner workings 
of the concern. Each advertise- 
ment or piece of literature has an 
authoritative ring, and does not 
sound as though it could possibly 
have been written by an outsider. 
One might almost picture the presi- 
dent of the company in the act of 
penning these announcements 
himselt. This work reflects much 
credit upon the advertising agen- 
cy of Powers and Armstrong, who 
have the handling of the account. 
It was reported a while ago that 
one of their representatives was 
present at all directors’ meetings. 
If this is not so, it might well 
be the fact when the thoroughness 
of the advertising work is con- 
sidered. The Victor people by 
adopting such a course show a 
broad-mindedness which few 
large corporations adopt towards 
their advertising agents. It fre- 
quently happens that an agent is 
called into a directors’ meeting, 
but only when matters of adver- 
tising are under discussion. Hav- 
ing presented his plan he usually. 
takes his hat and is shut into the 
outer darkness. The more an 
advertising man knows about the 
inside conditions of the company 
that employs him, the better work 
he can do. Yet few large cor- 
porations would care to reveal to 
an advertising agent, however 
trustworthy, their future plans 
and manner of handling the thou- 
sand-and-one business problems 
with which they are confronted. 
If it is true that the Victor Talk- 
ing Machine Company take their 
agents behind the scenes in this 
way, it shows what implicit confi- 
dence they must place in the trust- 
worthiness of Powers and Arm- 
strong. It also explains the uni- 
form excellence of the- copy, 
especially that which is directed 
at the trade. 
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B.A. Westtau ©, A. Westfall, 


who has repre- 
Joins the Globe sented the New- 
ark, N. J., Evening News in New 
York City for the past six years, 
took charge of the advertising de- 
partment of the New York Globe 
on July 2oth, succeeding Gay 
Bradt. Mr. Westfall has had 
about twelve years’ experience in 
the advertising business having 
been, at various times, associated 
with the Brooklyn Times and M. 
Lee Starke. F. C. Taylor, who 
has been in the home office of the 


News for some time past, will 
succeed Mr. Westfall in New 
York, 





A PLAN to advertise the Bronx 
section of New York City’is un- 
der way. It has had the approval 
of the Board of Trade of the 
Borough of the Bronx, and lead- 
ing business men in that rapidly 
growing section of the metropolis 
are being solicited for their sub- 
scriptions to a general advertising 
fund. 

The Bronx Publicity Com- 

mittee’s Plans, as far as outlined, 
contemplate the following feat- 
ures: 
_ 1. An extensive, sustained advertis- 
ing campaign, in the leading news- 
papers, the subway, “L” cars and 
other effective mediums, setting forth, 
day after day, month after month, 
simple convincing arguments in favor 
of the Bronx as a place to live in and 
put money in. 

2. Wide circulation of carefully pre- 
pared booklets addressed to manufac- 
turers, inventors, etc., setting forth the 
desirability of the Bronx for their in- 
dustries. 

_3. An effective press bureau to fur- 
nish to the newspapers well-written 
special and news articles with the idea 
of advancing the interests of the 
Bronx, and, at the same time, of con- 
vincing the metropolitan newspapers 
that a growing community of over 
400,000 people deserves more space 
than an occasional news item about the 
Zoo. 


A strictly neutral information 
bureau to receive and give information 
to visitors attracted by the general ad- 
vertising. This bureau will also ar- 
range “seeing the Bronx tours” for 
visiting conventions of manufacturers, 
etc. It will serve as headquarters for 
distributing booklets, circulars, ete. 

It is also announced that 
George W. Wharton, “publicity 
expert” has been retained and 
$100,000 is asked for, although the 


campaign will start when $50,000 





PRINTERS’ INK. 


Mr. Wharton 
identified with several 
press agent campaigns, such as 
the simplified spelling movement, 


has been obtained. 
has been 


etc. 





‘No Panic A bunch of more 
», ot less wise ad- 

In Kansas” vertising = men 
were gathered around the lunch 
table when the conversation turn- 
ed upon the somewhat worn theme 
of who is doing the best ad- 
vertising at the present time. One 
of the party said in tones of con- 
viction: “I tell you, gentlemen, 


we'll all have to pass over the 
palm to Kansas. lf any of you 
have done as good work as 
Arthur Capper is doing every 


other week on the front page of 

Printers’ Ink, I'd like to see the 

documents in the case. His ad 

in the July 8th issue headed, 

‘There is no panic in Kansas,’ is 

about as convincing a thing as 
have ever seen.” 

Mr. Capper tells Printers’ INK 
that he does not exaggerate the 
situation out there a bit. “This 
is the best six months’ business 
the Capital has ever had,” he says. 
“The business depression does not 
seem to have reached Kansas. 
Not only were the advertising re- 
ceipts larger but there was also 
an increase in our circulation. 
And, by the way, the Capital is 
the only newspaper in Kansas 
that makes public each day the 
actual number of copies that it 
prints and sells. Its circulation 
is guaranteed to be 10,000 greater 
than any other daily in Topeka. 

‘During the first six months of 
the year 1908, the Capital carried 
a total of 104,720 inches of paid 
advertising, a gain of 7,791 inches 
over the same period of the year 
1907. It also carried 381,568 lines 
of classified advertising, a gain of 
21.732 lines over the first half of 
last year. Our figures show that 
the display advertising in the 
Capital was about twenty per cent 
heavier than any other daily in 
Kansas, and our classified busi- 
ness was not only greater than 
any other daily in Kansas, but 
was more than double any other 
daily in Topeka.” 








PRINTERS’ INK, 


Sherlock Holmes 1 is 
Coming Back 













WO more f “hed sce ces” hy Dr. Wases 
of the Great. Pet@tti#e are to’see the light. 


The first one is \eptitled “he,Singular Experi- 
ence of Mr. y. fi ottPceles’’” It will appear in 
COLLIER Sor 15th, which will be a 
“‘SHERLOC in ber. There will be 
an intingts. skate f € 5 Arthur Conan Doyle, 
: of his old teacher, 
0 was the original 
pny anecdotes and 
in literature and 


mS 


creator | 


Profes 









j fpost remarkable 
detectivetatatiessoF taddebr isa. ly is the plot 
novel, but auth r brings. ae “th atmosphere 
of mystery the ex inatys chagadter dfawing which 
long ago : Sigen theystory a great 












asset for an Gases where an 
author wins i rea@tes a band of 
imitators, dg@p fora ti d themecomiés back as if 
to show j 


Sherlock | gust 15th 
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These two pic- 

A Graphic tures show he 

IMustration§ different — condi- 
tions governing advertising and 
distribution in the United States 
and Great Britain. The first rep- 


resents the twenty-five people 
¢ 4 ¢ ¢ é 
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who live in each square mile of 
our own country, and the second 
the 363 persons who are packed 
into each square mile of the 
British Isles. This interesting 
“eraphic” is taken from a book- 
let showing how the trade of 











Great Britain and Europe may be 
reached by American manufac- 
turers, now being mailed to firms 
in this country by the Fassett & 
Johnson agency, 32 Snow Hill, 
London, E. C. Messrs, Fassett 
& Johnson state that for eighteen 
years they have devoted them- 
selves exclusively to representing 
a limited number of American 
concerns in the British, Colonial 
and Continental markets. Their 
work has brought them in touch 
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those 


in 
fields, and they explain that, as 
they have never loaded the retail- 
er up with unsaleable goods, the 
commodities that they do accept 
are given a good showing from 


with the retail trades 


the start. No commodity is ac- 
cepted unless it has the elements 


‘of success, Some American goods 


have been warned off these mar- 
kets because failure lay in the 
schemes behind them. The agen- 
cy works largely through its own 
force of travelers—or drummers, 
as we should say. These are di- 
vided into two groups—one that 
carries all lines, and another that 
is centered on a single commod- 
ity. An office and staff is main- 
tained in Australia, and the 
agency has trade connections over 
Europe, corresponding with pub- 





lications, traders, etc., in their 
own languages. 

The St. Louis, 

A Century Missouri, Repub- 


Old Newspaper jj- was one hun- 


dred years old July 12, 1908, mak- 
ing the sixtieth member of the 
“Century Club,” in the United 
States. The Republic was found- 
ed in 1808, as a four page week- 
ly, by Joseph Charless, and has 
been known under a variety of 
titles, as follows: 


NAME FRoM To 
Missouri Gazette.. July 12,1808 Nov. 30,1809 
Louisiana Gazette. , Dec. 7, 1809 July 11, 1812 
Missouri Gazette, . July 18,1812 Feb.19, 1814 
Missouri Gazette & 

Ill. Advertiser..... Feb. 26, 1814 
Missouri Gazette,. July 15, 1815 
Missouri Gazette & 

Ill, Advertiser....May 8, 1818 July 3, 1818 
Missouri Gazette & 

Pub. Advertiser... July 10,1818 Mar.13,1822 
Missouri Republican..Mar.20,1822 Nov.3,1873 
St. Louis Republican. Nov.4,1873 Dec.15,1876 
Missouri Republican. Dec.16,1876 May 30,1888 
St. Louis Republic...May 31, 1888 


uly &, 1815 
fay 1, 1818 





Tue George Batten Co. opened 
an office in the Tremont Building, 
Boston, July 20th, to handle its 
New England accounts, of which 
there are a considerable number 
already on the books. This branch 
is in charge of William J. Board- 
man, who for many years was as- 
sociated with the agency and for 
the past four years has been ad- 
vertising manager for Harrison 
Bros. Paint Co., Philadelphia. 
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PUTTING LIFE INTO RE- 
MOVAL NOTICES. 


When a store changes its loca- 
tion from one place to another, 
it has a fine advertising oppor- 
tunity. People generally are in- 
terested in the growth and de- 
velopment of a business, Cut and 
dried statements do not sink very 
deep, but a little ingenuity will 
serve to discover the human in- 
terest of the situation and cause 
people to read and remember. 

The windows of both the old 
and new store are available for 
removal notices, sometimes sev- 
eral months in advance of the 
proposed change. Why not get 
up crisp, snappy copy and use it 
on window cards in addition to 
anything that may be done by cir- 
cularizing or through the news- 
paper? The usual style of win- 
dow card to meet this situation 
is about as follows: 


KNOX, THE HATTER 


will occupy these premises 
when alterations have been 
completed. 


This tells the story but it isn’t 
very exciting. It lacks the 
Ppiquancy and “bite” which more 
modern methods would put in it. 
New Yorkhas recently been treat- 
ed to an exhibition of the possi- 
bilities of removal notices in con- 
nection with Rogers, Peet & Co.’s 
change from Broadway and 32d 
street to Sixth avenue and 34th 
street. 

As might have been expected 
this live house made the most of 
the situation. Even before a 
stone was laid for the new build- 
ing, the boards surrounding the 
lot commenced to glow with 
catchy statements. As soon as the 
windows of the new store became 
available, they were used too. 
Cards like the following appeared 
and were changed frequently: 

The outside’s handsome, but 
wait until you see the inside! 

Then as time lengthened out 
and builders’ delays caused a 
postponement of the date set for 
moving in, Rogers, Peet & Co. 
found a way of turning even that 
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annoying situation to account and 
got in some of their best licks: 
Pg takes time to get things 
ti 

When they are we’ll move in, 
The only thing sure about 
our moving is this: 

When we’ve moved, we'll be 
here. 





Some day we’ll surprise you 
by moving in. 

Passers-by read these signs and 
were amused. They got in the 
habit of looking for new signs 
and were impressed with the name 
of the firm and the business they 


did. Then when settled in the 
new store, signs like this ap- 
peared: 
Our old home was never like 
this. 
The cabinet system is quite 
new. 
Such signs, brief and snappy, 


printed on cards with a big white 
margin, can be read at a glance. 
They have the effect of taking the 
public into your confidence. They 


possess the vital element of 
human interest. 
EO een 


A CASE OF THE HEAVES. 


Tue AMERICAN ‘MULTIGRAPH SALEs Co., 
CLEVELAND, Ohio, July 11, 1908. 
Editor of Printers’ Ink: 

The leading editorial in your issue of 
July 8th, on the subject of ‘Taking 
Their Own Medicine,” has tempted me 
to reply with a few words on_ behalf 
of those publishers and others who find 
the use of ‘‘fac-simile” letters a valu- 
able aid in the promotion of their busi- 
ness. 

According to your point of view a 
publisher with advertising space to sell 
must, to “practice what he preaches,” 
confine his own publicity to the adver- 
tising columns of other publications, 
He must “take his own medicine” 
merely as a matter of principle, regard- 
less of whether or not this medicine 
is the best cure for his particular ail- 
ment. Probably you would claim that 
a veterinary ought to take a dose of 
“Sure Cure for Heaves” every time he 
has a cough. 

Really, isn’t your point of view a 
little narrow? Do you suppose for a 
minute that because the company with 
which am connected sells a device 
for producing what you term “fac- 
simile’ letters, that our entire adver- 
tising appropriation is devoted to cir- 
cular work? To carry out your prin- 
ciple, that is exactly what we ought 
to do. 

Why do we advertise, then, in maga- 
zines? Why don’t we take our own 
medicine exclusively? Simply because 
we don’t think any one remedy is a 
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“cure-all,” 


well- 
use 


and because of the 
known fact that with continuous 
any medicine loses its efficacy, 

* * * * 

truly, 
H. M. 


Manager, the 
Sales Co. 


Yours very 
Horr, 
Advertising American 
Multigraph 

veterinarian who had “the 
would be wise in taking 
a remedy that he knew would 
cure the heaves. As a matter of 
fact most veterinarians with which 
Printers’ INK has had_ experi- 
ence seem to prefer Kentucky Rye 
for any and all ailments with 
which they were troubled. Some 
few publishers follow the veter- 
inarians example, though no one 
ever heard of such a course add- 
ing materially to a paper’s pros- 
perity. 

It is not the use of the circular 
letter that Printers’ INK criti- 
cises but its abuse. Consider this: 
The writer has been getting for 
a period of years an average of 
two fac-simile letters a week 
from certain publishers, besides 
being bombarded with them in his 
home. He has even been com- 
pelled to travel a mile to the ex- 
press office to get a supposedly 
valuable package out of limbo, only 
to find that it was a new scheme 
of soliciting advertising by cir- 
cular. 

Now these same publishers have 
never sent a solicitor to see me 
nor have they ever been known to 
buy space in a legitimate medium. 
It takes real money to travel good 
men and to advertise. If their 
publications are not strong enough 
to stand the expense, I, for one, 
don’t believe they amount to a 
whole lot. 

The fac-simile letter costs only 
a little over two cents to send 
out. There are times when it 
comes in pat, but too persistently 
followed up, it gets to be a first- 
class nuisance and defeats its own 


A 


heaves” 


object. 

I have sat in at the councils of 
some pretty wise department 
managers of a retail business 


when some such conversation as 
this would take place: 


Department Manager No. 1: “I 


want to sent out a circular letter 
this 


week to our full list of 
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a dreadfully 


There’s 
in 


patrons. 
important thing 
ment, etc.” 

Department Manager No. 2: 
“T think we are sending out too 
many circular letters as it is, 
Some of our patrons say they 
wish we would quit cluttering up 
their mail. We don’t want any- 
body’s ill-will.” 

Department Manager No. 1: 
“But this is such a dreadfully 
important matter in my depart- 
ment.” 
All 
in unison: 
portant things 
ments.” 

The Advertising Manager: 
“Gentlemen, if what you want to 
say to the public isn’t important 
enough to justify newspaper ad- 
vertising, then probably it isn't 
important enough to bother any- 
one with it in any form.” 

The trouble with the circular 
letter business is that it is over- 
done. Get your name in some- 
body’s “blue book” and see what 
happens to you. It’s all you can 
do to find your best girl's letter, 
among the mass of stuff the let- 
ter-carrier dumps on you. 

An advertiser can put his story 
before the readers of a daily 
paper every day for a month or 
a year and nobody feels abused. 
But get after the same people in 
the guise of personal correspond- 
ence and you will raise a howl 
that will convince you that you 
are the most unpopular man out- 
side of the guild of hotel proprie- 
tors. 

Mr. Curtis told me a long time 
ago about a New Yorker that he 
wanted to impress with certain 
facts about the Ladies’ .Home 
Journal. He happened to know 
that man read the New York 
Sun, so he puts his story in the 
Sun in a conspicuous place where 
the man was bound to see it. The 
information could have been con- 
veyed through the mails at a cost 
of two cents, but it wouldn’t have 
had one-tenth the weight. It was 
big fish that he was angling for 
and he baited his hook accord- 
ingly. 

There 


my depart- 


the Department Managers 
“We have just as im- 
in our depart- 


used to be more talk 

















about energy in “follow-ups” than 
there is now. The idea was that 
anybody who was foolish enough 
to answer your ad deserved to get 
a form letter every other day, not 
counting Sundays, until he 
bought. The early advocates of 
that scheme have since modified 
it a little. 

Fac-simile letters come in fine 
on certain conditions, but sent out 
with little judgment and great 
frequency they become the great- 
est of bores. 


When in doubt, 
Don’t send one out. 


J. I. R. 
——__+o+——- 
THEIR BUSINESS AND 
CAN PROVE IT. 


KNOW 


Morris & WALES, 
PHILADELPHIA, July 16, 1908. 
Editor of Printers’ INK: 

In the.department of ‘Commercial 
Art Criticism” in your July 15th issue, 
you did things to our quarter-page copy 
for the Spencer Heater Co., which was 
run generally in the July magazines. 

In reproducing this ad, would it not 
have becn just as well to take it as 
it was, showing a dark background 
composed of two sizes of coal, instead 
of making this in solid black, as if it 
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were white lettering on a plain back- 
ground? 

From a dilettante point of view, this 
may not be the most beautiful adver- 
tising in the world, but we would 
simply call your attention to the fact 
that during the three years we have 
handled this account the business of 
the Spencer Heater Co. has increased, 
successively, fifty-nine per cent, seventy 
per cent and eight-one per cent per 
year (almost quintupled), and, as our 
political friends say, “‘you can’t go be- 
hind the returns.” 

Very truly yours, 
Morris & WALES. 


oe — 
A NEW SORT OF CHARITY AD- 
VERTISEMENT. 


This notice appeared recently in a 
German paper: “Bowed with grief and 
recognizing the wisdom of God, who 
decreed if, the widow and four chil- 
dren of Hartwig Langmann make 
known to their relatives and friends 
the entry into eternal rest of a_be- 
loved husband and father. There will 
be no oration at his bier, because no 
words could describe his worth or 
make our sorrow less. Flowers from 
those who share our grief should not 
be sent, because the custom was dis- 
tasteful to him who has gone. If a 
desire to show such a mark of respect 
exists, let it find expression in gifts 
to the poor, whose thanks we _ shall 
echo in the firm knowledge that the act 
would find favor with him whose life 
was goodness.” 








tion of mediums. 


JEFFERSON 





In Chicago 


you can reach more purchasers of high- 
class goods, and at smaller cost, through 


Jefterson’s Theatre Programs 


than with any other medium or combina- 


Jefferson Programs are used by the 
most successful advertisers in Chicago. 

Let us send sample copies and some 
very interesting information. 


THEATRE PROGRAM COMPANY 
76 Sherman St., Chicago, Ill. 
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AN ILLUMINATING INTER- 
VIEW. 





Reproduced on this page is an 
advertisement put out recently by 
Joseph P. McHugh & Company, 
proprietors of the “Popular 
Shop,” at 9 West 42d street, New 
York City. Regarding this ad- 
vertisement the Printers’ INK 
Commercial Art critic said in a 
recent number: 

Some of the McHugh advertisements 
in the newspapers have seemed quite 
strong on account of the unusual ef- 
fect gained by the use of imitation 
typewritten type, but in the magazines 
this particular advertisement looks weak 
and its appearance is not helped by 
the character of the illustration used. 

Few advertising men probably 
will find fault with this criticism. 
The advertisement in question is 
certainly unusual, but the funny 
thing is that it has pulled and 
pulled exceedingly well. In fact, 
its results were so unexpectedly 
large that the McHugh people 
have been obliged, for some time, 
to refuse orders for this Bar Har- 
bor chair except on two months’ 
time. There is evidently some- 
thing in the advertisement which 
attracts, but, try as he would the 
reporter was unable to discover 
anything in particular which rep- 
resents a logical inducement why 
sO many magazine readers should 
send five dollars by mail for this 
chair. To discover, therefore, 
just what constituted the pulling 
power of the advertisement, he 
dropped in at the “Popular Shop” 
one afternoon for a talk with the 
man who looks after the adver- 
tising. 

The manager of the shop— 
which is one of the most attrac- 
tive and, as the name implies, 
popular home-furnishing shops in 
the city—turned out to be the 
man in question, and following is 
the interview which the reporter 
had with him: 

“Good afternoon.” 

“Afternoon.” 

“T am a reporter for PrinTERs’ 
Inx, and I’ve dropped in to have 
a talk with you on advertising.” 

The manager sighed wearily 
and stretched his hand out auto- 
matically with one of the custom- 


ary “We refer you to our adver- 
tising agents,” etc. cards. 

“No. You misunderstood me. 
I'm not. soliciting advertising— 
merely information.” 

An uncomprehensive stare. 

“You see, I’ve noticed one of 
your advertisements in a current 
magazine, and it appealed to me 
very much.” 

“You don’t say?” in a tone of 
genuine surprise. 

“Yes. The typewritten effect, 
as you use it, struck me at once 
as being very unusual——” 

“Ves?” 

‘“___And I am curious to know 
how you came to adopt it.” 

“Oh! Why I use it merely be- 
cause it represents less work than 





JOSEPH P. McHUGH & COMPANY 
OF .NEW YORK: ESTABLISHED 1878: 
Will og | on receipt of $5.00 

(Monsy Order or N.Y. Draft) 








THE BAR HARBOR CHAIR, 
(Natural Willow, Floss Cushion) 





» Will mail for 25c. in*Stamps , 
(to be allowed on first purchase) 
THE PORTFOLIO OF .1000 SKETCHES,,. 
Illustrating Quaint and Unusual 
Willow; Mission and Upholstered 
FURNITURE OF ORIGINAL DESIGN’ 
9 W. 42d St., Opposite Library: 
(SIGN OF THE "POPULAR SHOP.") 








marking all my copy for type. I 
just dictate the advertisement to 
my stenographer, he typewrites it, 
sends it off and that’s the end of 
it. I never see any of my adver- 
tisements until they are actually 
published.” 

The reporter was floored. He 
had called expecting to hear an 
exposition of one of the most 
modern and interesting principles 
of advertising, that of hiding be- 
neath cold type and flat sentences 
the psychological influence which 
will not only induce people te 
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read an advertisement but compel 
them to act upon its suggestion. 
And this was what he heard— 
merely a busy man’s method for 
avoiding details! But he made 
one last stand. 

“What thing, in your opinion,’ 
he asked, “makes your advertise- 
ments so resultful?” 

“Are they so very resultful?” 


“I understand that you are 
weeks behind in shipments and 
cannot promise deliveries now 


within six or eight weeks. Surely 
that is a proof of the resultful- 
ness of your advertising efforts.” 

“Not necessarily. This is the 
busy season for such articles of 
furniture as Bar Harbor chairs, 
and we naturally expect to sell a 
great many of them.” 

“Then you do not attribute 
very much pulling power to your 
advertisements ?” 

“Oh, I suppose they do some 
good, but we believe we sell goods 
more through the influence of 
the long-established and_ well- 
known name of the house than 
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directly through any advertising 
we may do.” 

“What mediums do you use?” 

“Practically all the standard 
magazines and newspapers, We 
do not select the mediums our- 
’ selves, but leave that to our ad- 
vertising agents. All we have to 
do,” concluded the communicative 
manager, cordially indicating with 
an affable smile that the inter- 
view was at an end, “is to write 
the copy——” 

“____And,” quickly adding, as 
the reporter turned to go, “pay 
the bills.” 

A TESTIMONIAL. 


The mail opener of the Life-Elixir 
Reviving Company frowned. 

“What’s the trouble?” asked the sec- 
retary. 

“Kick, ** says the mail opener briefly, 
tossing a communication to his superior. 

And the secretary read: F 

“der Surs you advertised your tonik 
wood make a new man of Me i bot a 
bottil but it faled to Wurk, the copers 
Rekinized me without no trouble ong the 
first job i done, so here i am, to the 
Hay for you and Your medisine! No. 
A. 87667694, Cell 13, Sing Sing.”’— 
Hardware Hints. 








The Northwestern Farmer 








(Monthly. 


23,471 


Jan.- July, 
1908, Av. 


and Minnesota. 
ad we print. 





OF MENOMINEE, MICHIGAN 


Forms close 20th.) 


The Only Way to the prosperous pioneer 
settlers of Northern Michigan, Wisconsin 
We guarantee every 


U. S. Senator Wm. Alden Smith, Pres. 
ALLEN & WARD, {12 Dearborn St., Chicago Representatives. 


Rate, 8 cents net, flat 


Andrews of Michigan, Editor. 
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WHAT THE BIG STORES ARE DOING. 








Houghton & Dutton Co., Boston, ad- 
vertise ‘An Innovation. Grand Coupon 
Bargain Sale! Take your scissors an 
cut out these bargain coupons. These 
thrilling values sold only to those pat- 
rons who present the coupons. They 
will be found on our third floor.” The 
coupon items occupy each about three 
inches single column and have an en- 
graved heading, ‘‘coupon.” The char- 
acter of the offerings is indicated by 
the following specimen: “‘C. B. a la 
Spirite $2 model styles of corsets that 
are always in demand. Coupon sale 
price, $1.35.” 

“Log Cabin” Rugs (trademark regis- 
tered) are advertised from 69 cents up 
b Shepard, Norwell Co., Boston. 
They say: “These popular rugs are just 
the thing for summer homes and are 
having a tremendous sale in our rug 
department. The log cabin feature of 
the salesroom continues to draw inter- 
ested shoppers to our fourth floor.” 


In Hartford, Conn., there has been 
for .several years a controversy as to 
the summer closing movement. Most 
of the department stores have united 
to close Saturdays at noon notwith- 
standing Saturday has been the prin- 
cipal shopping day in summer as in 
winter. Stores outside of the agree- 
ment are trying to make capital out 
of the situation. Under the head of 
“The Daniel Decision,” H. & D. 
Daniel advertise that they will remain 
open until 11 P. M. Saturdays in Pom 
and August and close all day Mondays. 
This accommodates the public, they 
say, and pleases their employees better 
than a half day Saturday. Title 
Rich advertise “Everybody in town 
seems to have a different idea of what 
should be done, and the Consumers’ 
League is said to have unique and 
original notions that are not accepted 
by the merchants to any seriovs ex- 
tent. We propose to keep our store 
open every day this summer until 6 
p. m., Saturday 11 p m. and to give 
every employee a full day off each 
week in addition to his full two weeks’ 
vacation with full pay. This gives 
the employee a half-day a week more 
time off hon any other store in Hart- 
ford has offered yet.” 


Frederick Loeser & Co., Brooklyn, 
advertise “A Campaign of Economy.” 

“There will be no stump speeches in 
this campaign. Neither will there be 
any misrepresentations. But the cam- 
paign will be conducted along lines of 
education in an effort to show the 
public how the prudent expenditure of 
money now will return tremendous in- 
terest and profits. 

“Every candidate for public favor 
will stand on merit and merit alone. 
We shall not support or ask your in- 
terest in any instance unless we are 
sure it will be to your large advantage.” 


The Palais Royal, Washington, D. 
C., announces a “Mill and Factory 
Sale”” and gives the reasons for the 
sale as follows: “The summer season 
has ended in the mills and factories. 
The drummers are called home and 
samples and surplus stocks are looked 
upon as in the way and a nuisance. 
That’s when The Palais Royal repre- 
sentatives invade the wholesale markets 
and when the ‘Mill and Factory Sale’ 
creates the annual stir in Washington.” 


Bloomingdale Bros., New York, dem- 
onstrated, on a living model, the much 
talked of Directoire Gown and Sheath 
Skirt. This was not the extreme dress, 
but the modified and refined model. The 
gown the young lady wore reached 
Bloomingdale’s direct from the Paris 
office, and was one of the original 
models. It is called a Directoire-Sheath 
Gown and was made of a fine quality 
champagne color Duchesse. 

The firm announced in the Sunday 
advertising that the garment would be 
demonstrated between 3 and 5 o’clock 
Monday afternoon. The _ resultant 
throng of women, anxious to see the 
garment, was far beyond the firm’s 
expectations, but it was not noticed 
that the demonstration caused any in- 
crease of sales in the suit department. 
In fact, while the “show” was on the 
rest of the suit department looked like 
a deserted village. It is estimated that 
at least 2,500 women, with a_ small 
sprinkling of men, passed through the 
salon during the two hours of the ex- 
hibition. 


The William Hengerer Co., Buffalo, 
N. Y., uses the following argument to 
bring shoppers to their store: “The 
Cool Store. When the mercury climbs 
higher than it should and the morn- 
ing’s shopping seems a task, turn into 
this store and shop in comfort, High 
ceilings, wide aisles, roomy elevators, 
fresh, cool air everywhere, and good 
service make what seemed a task a 
pleasure.” 

Kaufmann’s, “The Big Store,” Pitts- 
burg, Pa., advertise “Swell parasols in 
a One-Day Sale. When $5 is the 
regular price, look for a Parasol that 
is high-caste. 
of 200 Taffeta Silk Parasols we’ll sell 
To-Morrow. They are fancy plaids, 
Persian and two-tone effects, stripes 
and dots—some plain and some with 
colored borders. Keep on picking and 
buying until the 200 are gone and pay 
only $2.98.” 


J. N. Adams & So., “Greater Buf- 
falo’s Greatest Store” advertise a sale 
of “Women’s Storm-Damaged Coats, 
Suits and Gowns at Next to Nothing 
Prices.” The reason given for the 
sale: “During the big storm of June 
19th one of the large windows in our 


That’s the real worth - 
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Cloak and Suit Department was blown 
open and a perfect deluge of water 
was driven in by the 72-mile-an-hour 
breeze. Directly underneath, and near 
this window, we keep this season’s 
finest garments, so you can imagine 
the result. Some were soaked through, 
others only dampened; but all were 
damaged to such an extent that we 
cannot offer them for sale as perfect 
goods.” 





Greenhut & Co., New York, head an 
advertisement “One of the Most Rigid 
Policies which this store has adopted 
and maintained is strict adherence to 
the truth in its advertising at all 
times and under all circumstances. 
Perhaps that is one of the reasons for 
the gratifying success which has _at- 
tended this business since its inception, 
Not the slightest vestige of untruth- 
fulness or exaggeration of any charac- 
ter is allowed to creep into our pub- 
licity. Whenever you see a_ value 
quoted, a price named or goods de- 
scribed, please regard those statements 
as absolute facts. They couldn’t be 
there otherwise.” 

Abraham & Straus, Brooklyn, call 
attention to a demonstration at their 
store of a fireless cooker. A dinner 
will start to cook early in the morn- 
ing and at 3 o'clock in the afternoon 
will be served, piping hot and de- 
liciously cooked, and no fire near tt, 
the following menu: Soup, Beef a la 
Mode, Brazed Potatoes and Spinach. 

L. Starr & Co., Boston, announce 
that, following last year’s idea, they 
will close their store all day on Sat- 
urdays during the hot summer months, 
as they have found that this plan not 
only affords their employees an oppor- 
tunity to take a two days’ recreation 
every week, but insures more efficient 
service for their customers on the five 
days that the store is open, as the em- 
ployees, appreciating the firm’s kind- 
ness, take a greater interest in the 
welfare of the house and perform their 
work more faithfully. 


The Jenkins Music Company, Kan- 
sas City, Mo., advertise: ‘Don’t place 
confidence in the confidential. ‘This 
price is strictly confidential; don’t tell 
anyone about it,’ etc., is the common 
scheme of the sliding scale, commission 
paying dealer to make a_ piano sale. 
He has a ‘confidential’ price for each 
customer when he is under pressure, 
but you may rest assured that even 
this confidential price is too high. He 
is high enough in the first place to 
come down and still be high.” 

‘The Mistrot-Munn Co., Houston, 
Texas, puts a novel touch on the 
familiar ‘‘After-Inventory Clearance 
Sale”: “The Long and Short of It.— 
Inventory is over. During _ stock-tak- 
ing, every article of merchandise in the 
house is handled. It is a time when 
a merchant comes face to face with 
himself. When he fully realizes what 
he is ‘long’ on and what he is ‘short’ 
on. He has it down before him in 


dollars and cents. We have found 
what lines we are long on—have too 
much of; also what we are short of— 
have only a limited quantity. Both the 
‘long’ and the ‘short’ enter into this 
sale—as well as many of the ‘in-be- 
tweens,’ ” 


Rosenthal, Peoria, Illinois, offers a 
prize ot $5 each week to the holder of 
the lucky ticket. A large clock is dis- 
played in the show window, containing 
tive silver dollars. The clock is wound 
and allowed to run down ecch week. 
Each customer is given a card with the 
time he or she received it stamped 
thereon, and each Friday at five o’clock 
the prize is awarded to the person 
holding the card corresponding with 
the time at which the clock stopped. 
The name of the winner is printed 
each week in the advertisement. 

Jones Dry Goods Co., Kansas City, 
Mo., offer in their advertising free in- 
structions in fine needlework. “The 
class room is by an immense north 
window—plenty of light and room and 
cool, fresh air. It is open from 8 
a, m. until 5.30 p. m. every day. The 
instructions cover everything in needle- 
work and_ designing —blending of 
colors, ctc,, * * =" 


The Grote-Rankin Co., Spokane, head 
an advertisement “A Brief Summary 
of Summery Furnishings” and make 
the following suggestions: ‘‘Almost 
any item of turniture that will lend a 
degree of comfort or add to _conveni- 
ence during the heated term is in or- 
der. We can start off the day right 
by suggesting a gas range or oil stove 
tor cooking. Quick action, and _ the 
room soon cooled. A_ refrigerator— 
White Mountain—to preserve the fruit 
and provisions. A few porch chairs 
and rockers for the evening. Some 
lawn chairs or rockers for sitting un- 
der the shade of trees. A swing for 
the porch or lawn, and, last but not 
least, a hammock to hang around in 
any shady nook. All of these contri- 
bute to your comfort, and all can be 
had at mighty little cost.” 


Kahn Brothers, Oakland, California, 
advertise a “Department Managers’ 
Sale. This month our Department 
Managers reign supreme. Every July 
we turn this business over to our de- 
partment chiefs to conduct as they 
would if it was their own. They are 
given full swing. We do not restrict 
them in any way. They can sell goods 
at cost—at a loss—or at a profit. All 
that we insist upon is that they in- 
crease the business of their depart- 
ments—get rid of summer stock—make 
friends and customers for the store— 
conduct the sale with strict honesty— 
and adhere to exact truthfulness in all 
their claims. and _ statements. To- 
morrow morning our thirty departments 
will enter into active competition with 
each other. Each manager will keenly 
strive to make his record greatest. 
There is honor and prestige in store 
for the winner,” 
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BUSINESS GOING OUT. 

The Perspriodor Company, New 
York, is asking rates from newspapers, 
direct. 

Walter Baker & Company, Ltd., Bos- 
ton, are making renewal contracts with 
newspapers direct. 

James T. Wetherald Agency, Boston, 
is making contracts with newspapers 
for Vinol advertising. 


Ernest J. Goulston Agency, Boston, 
is asking for rates from newspapers on 
some new financial business. 

Lee Agency, Chicago, is using twen- 
ty-eight lines in mewspapers for the 
Dow Company, Dundee, Illinois, medi- 
cal. 


W. W. Sharpe & Company, New 
York, are sending Santal Midy copy to 
newspapers, twenty lines, fifty-two 
times. 

Jaques Manufacturing Company, 
Chicago, is making one thousand inch 
contracts with western newspapers, 
direct. 


Lord & Thomas, Chicago, are mak- 
ing 5,000 line contracts with news- 
papers for the Canadian Pacific Rail- 
way, Montreal. 


Quaker Oats Company, Chicago; ten 
thousand line contracts are going to 
newspapers through Williams & Cun- 
nyngham, Chicago. 


Frank Presbrey Company, Inc., New 
York, is sending twenty-eight lines, one 
time copy to newspapers to advertise 
the Hotel Invererie. 


Namrod Agency, New York, is send- 
ing some Black & White Whiskey copy 
(James Buchanan & Company, New 
York), to newspapers. 


H. W. Kastor & Sons, St. Louis, are 
making 5,000 line contracts with news- 
papers for the National Leather Spe- 
cialties Company, of that city. 


Van Loon Agency, Cincinnati, is 
using sixteen lines, every other Sun- 
day, for two months, in newspapers, 
for the Physicians’ Remedy Company, 
of the same city. 


Two new accounts handled by Rudolph 
Guenther, New York, are Burham 
Safety Razor Company, New York; 
space to be used in agricultural and 
mail-order publications, and the Phenix 
National Bank, New York City news- 
papers. 


Frank Seaman, Inc., New York, is 
making ten thousand to fifteen thou- 
sand line contracts with newspapers gen- 
erally for the Maxwell-Briscoe Motor 
Car Company, Tarrytown, N. Y. Copy 
for Sterns & Foster Company, Cin- 
cinnati, mattresses, is being sent to 
magazines, 


The Blackman Company, New York, 
is preparing the advertising of the 
Dominion Securities Corporation of 
Montreal. During the past month this 
agency has also secured the following 
accounts—M. C. Migel, & Company, 


silk manufacturers, the Connecticut 
Trading Company and the Tufts Hair 
Line Gun Sight. 


The Stanleyway Agency, New York, 
announces that the advertising Petry’s 
Hand Paste, New York, is being pre- 
pared for fall editions of magazines. 
Copy for Witte & Company, New York, 
bread making machine, will also go to 
magazines. Dr. Peters Company, Canal 
Dover, Ohio, will use the better class 
of mail-order papers through the same 
agency, and in the early fall, high-class 
magazines will receive copy for the 


Little Giant Household Pump, Phila- 
delphia. 
The appropriation of the Sterling 


Specialty Company, New York, is being 
handled by the Stanleyway Agency, 
New York, eight line copy being 
run and contracts being made_ for 
the ensuing year with a selected 
list of large dailies. Contracts for 
*Bislac’ advertising (Hoffman Medi- 
cine Company, Brooklyn, N. Y.) will 
be given to metropolitan dailies only 
early in August. The market letter of 
the Financial Preceptor, New York, is 
going to large Sunday papers. 


Franklin P. Shumway Company, 
Boston, announce that the Pacific Mills, 
Lawrence, Mass., have largely increased 
their advertising appropriation, and 
some effective copy to advertise Ser- 
pentine Crepe will be used during the 
coming season. Frank E. Allen, of 
this agency, is preparing a line of copy 
for Burdette College, Boston, to adver- 
tise the enlarged school. Rising Sun 
Stove Polish copy is being sent to pub- 
lications which reach the medium class 
housekeepers, for fall and winter, and 
classified columns in a large list of 
monthly publications is being used for 
the Butcher Polish Company, 

— > = 
ONE PRICE IN THE PIANO 
BUSINESS. 

The One-Price, or Do We Dare? is 

a terrible puzzle. It will get business 
and it will lose business. But if you 
are rightly made up and are strong 
enough to be right for right’s sake, 
adopt the one-price policy. Make you 
a nice catalogue with the price right 
out on every style of piano, and get 
the benefit of previously established 
written evidence that this is positively 
your price. Be firm in stating your 
osition in the preface of your cata- 
ogue, and on occasion read it to 
your customer. We have tried the 
priced catalogue for over two years, 
and know no other way to offer a 
piano for sale. We just ask the cus- 
tomer how much they had in mind to 
put into a piano, pick out the piano 
on the floor, and show them the cut 
and the price in the catalogue. 
_ We all get about all we earn, and if 
in certain districts piano men are look- 
ed upon with disrespect, it is because 
they have brought such condemnation 
upon themselves. In other words, if 
we would have the respect of others 
we must first have respect for our- 
selves and our own prices.—J. M. Wise, 
Piano Dealer at Boise City, Idaho, 











THE GOLD DUST TWINS HEARD 
FROM. 


Tue N. K. Fatrsank Co., 
Chicago, St. Louis, New Orleans, New 
York, Montreal. 

Cuicaco, July 14, 1908. 
Dear Mr. Hampton: 

I want to be one of the old friends 
to congratulate you on the “taking 
over” of PRINTERS’ INK. 

Here’s to the new vigor and vim 
which I know you can and will put 
into the Little Schoolmaster.” 

With kindest regards, believe me, 

Very truly yours, 
G. H. E. Hawkins, Adv. Mgr. 
= ~or _ 
HE TAKES A BRACER WHETHER 
HE NEEDS IT OR NOT. 

Tue La Crosse “TRIBUNE,” 
Sworn Average Daily Circulation Last 
Month: 6,387. 

La Crosse, Wis., July 10, 1908. 

Editor of Printers’ INK: 

I take a tonic once a week. It’s 
Printers’ Ink. I note that other 
brains are now to direct the making 
of my tonic. The current number is 
a good bracer. 

Wishing you every success, I am, 

Yours very truly, 
Frank H, Burcgss, 
Business Manager. 


eee alae ae 
“PRINTER’S INK” THE ONE BEST 
BET. 


CHAPPELOW ADVERTISING COMPANY, 
Liggett Building, 
St. Louis, July, 14, 1908. 
Dear Jesse: 

I just read Printers’ INK of July 
1st. 1 congratulate you. I imagine it 
will do you good. I know it will do 
Printers INK good. 

I certainly wish [I had a finger in 
the pie with you. Printers’ Ink has 
an honorable record, and despite the 
fifty-seven varieties of imitations still 
is the one good advertising journal. 
Here’s luck to J. D. H. and the new 
Printers’ INK. Sincerely, 

B. E. CHAPPELow. 
BUT THE ADVERTISER 
WOULDN’T OBJECT, 

New York, July 11, 1908. 
Editor of Printers’ INK: 

Your plan for developing business, 
described in the article ‘Newspapers 
plus Magazines,” is another very clev- 
erly devised scheme to enlist the aid 
of the newspapers in proving that 
magazine advertising always pays. 

Wouldn’t it be beautiful! I place 
an advertisement in a magazine, know- 
ing that all over the country eager 
newspaper publishers are _ fervidly 
awaiting its appearance so that their 
solicitors can use it to canvass per- 
sonally in my behalf every man who 
can handle my goods. What more is 
to be desired? 

A fine scheme indeed. Give all your 
money to the magazines, if you are a 
producer, and let the newspapers dig 
up theirs from the retailer—if the 
can. If they don’t get any, they will 
be working for you while you sleep, 
anyhow, RF. % 
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MORE CONGRATULATIONS. 
Paciric Coast Borax CoMPAny, 
New York, July 15, 1908. 

Editor of Printers’ INK: 

I enclose my _ subscription for 
Printers’ Ink herewith. 

May I congratulate you on again 
assuming editorship of Printers’ INK? 

Time surely flies. It hardly seems 
twenty years since I had the pleasure 
rs reading your matter in PRINTERS’ 
NK. 

Extending you my sincere wishes for 
the success of Printers’ INK under 
your management, as well as with the 
rest of my good friends connected 
therewith, I am, 

Yours very truly, 
Josepu HAMLIN PHINNEY. 


—_ ++ —— 


THE HIGH QUALITY OF THE 
NEWSPAPERS REPRESENTED 
BY MR. CARROLL QUALIFIES 
HIM AS A JUDGE. 

Dan A. CARROLL, 

Special Representative: The Washing- 
ton Star, the Indianapolis News, the 
Montreal Star, the Philadelphia 
Bulletin, 

New York, July, 13, 1908. 

My dear Mr. Hampton: 

I have read with considerable inter- 
est the first number of Printers’ INK 
under the new management. It is good 
—in fact, very good. The articles and 
editorial matter have a certain snap 
and ring to them that is very con- 
vincing. I feel positive Printers’ INK 
is destined to hold a much stronger 
position in the advertising world, and 
wish to offer my congratulations to the 
new management. 

Very truly yours, 
Dan A. CARROLL. 
pila acca 

IN THE MULTITUDE OF COUN- 
SELLORS THERE IS SAFETY. 

Auanper, N. C., July 9, 1908. 

Editor of Printers’ INK: 

Your article headed ‘Taking Their 
Own Medicine,” in Printers’ INK 
July 8th issue, satisfies me that that 
which at one time I was about to con- 
sider a bit of “‘narrow-mindedness”’ on 
my part, was in reality good “‘horse- 
sense,” even though 1 did not recog- 
nize it, The fact is, whenever I had a 
special proposition to offer in certain 
sections, I would invariably search 
Printers’ INK in order to determine 
the best medium in which to offer it. 
It goes without saying that all of us 
get “big mail” in which they ail claim 
to publish the medium best suited to 
our individual needs, but if I failed to 
find “they all” in Printers’ Inx, that 
big mail was re apt to seek the 
basket. All of which proves that I 
was sO ungenerous and narrow-minded 
as to usually ignore those who had 
not sufficient faith in their publication 
(as well as in their “own medicine”) to 
let their claims appear in PRINTERS’ 
INK. Yours truly, 

A. J. Dunwnine, Jr, 
Mgr. Dunning Real Estate Co. 
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YOUR GOODS AND THE 
NEW YORK MARKET. 


New York and vicinity is the great American market for all 
good things—if you are getting your share of its trade you are not 
worrying much. 

Are you getting your share ? 

Does New York show a strange inclination to get along 
without you? 

Does competition seem to have an inside track that you can’t 
quite account for ? 

Does there seem to be something wrong with your distri 
bution ? 

Are the retailers working the substitution game on you ? 

Does your advertising seem to fall flat in New York ? 

If for these or any other reasons things seem to be going 
against you in this great market we can tell you why. 

We have recently been called upon to investigate New York 
conditions for so many manufacturers who are clients of ours that 
we have trained and developed a staff of men for this particular 
purpose. 

These men know the ground thoroughly, understand New 
York conditions, are familiar with the retail situation in all 
branches of business, and know just how to go out and find out 
everything that the manufacturer wants to know. 

They go straight to the retailer, little and big, get up close to 
him and find out all about it—from the retailers point of view. 
They interview the consumer in various stations of life and find 
out if there is anything the matter there. 

They locate the trouble and point out the remedy in an ex- 
haustive, satisfying, thoroughly reliable report. 

The cost of this service in comparison with its value is small. 
If this vast center of consumption turns a cold shoulder to your 
products it is certainly a condition which requires immediate 
action—to neglect it is almost criminal. 

Let us investigate the entire subject and give you a report that 
will set you on the right track. 


THE ETHRIDGE COMPANY, 
41 Union Square, New York City. 


N. B.—This Company is not. an agency. We place no advertising. We aren’t going to 
ask you for an ‘‘ appropriation.” 
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OMMERCIAL ART CRITICISM 
By GEORGE ETHRIDGE, 41 Urion Square, N. Y. 


d f Printers’ Ink will Receive Free of Charge 
eoeere a | Saecnaalls Matter Sent to Mr. Ethridge 





The young men in foreign lands which contains very little adver- 
who make a certain type of ad- tising. 
vertising design seem to carry it Here are three advertisements, 
to still farther extremes than it 
is done on this side of the water. , R 
They seem to have at their dis- 
posal a wider variety of pale grays, D R 
and when it comes to introduc- . 
ing a practically countless number 
of objects in one small space they 
leave all competition hopelessly in 
the rear. 

The confectionery advertise- 
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none of which says much and two 
of which say practically nothing— 
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“The World’s Best Table Water’”’ 








ment marked No. 1 is a master- 
piece in compression—it would be 
hard to stick a pin in it without 
eliminating some more or _ less 
important feature of the design. 

In the interest of clarity and 
sanity No. 2 is suggested as a 
substitute. 

* *- * 
Just how much value there is 


: : . 
in bare publicity no one can say Dioxoge 












for the reason that no one knows, 
Herewith is reproduced a_ full dan ceee Shera Demme teens wasn pn fr 
page from a current magazine | hiasemtaretcre danns ptyogen srooang ond 
which is brim full of publicity but 





infections matter which cause soreness, inflammation and blood-powoning. Dragyists coerywhere, 
THR OAKLAND CHRMEOAL CO. KEW YoRE 
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their main purpose apparently 
being to impress the name upon 
the mind of the beholder. 

The passing glance catches the 
name of White Rock, which most 
people know something about, the 
name of Crystal Domino Sugar, 
rather familiar to everybody, and 
the name of Dioxogen, which, al- 
though a comparatively new prep- 
aration to the general public, has 
lately been advertised heavily and 
well. 

This last-named advertisement 
tells about Dioxogen in few but 
well-chosen words, but the other 
two say so little that they must 
be regarded merely as memory- 
joggers, 

The question to be considered 
is this—is it wise to use maga- 
zine space solely in display of this 
character or would it be more 
profitable to cut the display in 
half and use the remaining space 
in arguments for the goods? 

The latter course is. at any rate, 

















the right one for the new or com- 
paratively new advertiser, as many 
have learned after most of their 
money was gone. 

* * * 


Here is a fence advertisement 
which is far better than the usual 
publicity of this nature. The 
general appearance is neat and 
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well-balanced, and the line draw- 
ing of the fence makes an attrac- 
tive picture—far more inviting to 
the eye than the halftones from 
photographs which are generally 
used to advertise fencing mate- 
rials. 

This advertisement is one which 
is sure to be seen, and its only 
fault is that the advertisers do 
not ask people to send for cata- 
logues or other literature, or in 
any other way invite a response. 

£ * k 

Here is a battery advertisement 

which tells us that before we buy 





BEFORE DECIDING ON 
E WHICH YOU WILL BUY, TO 
Fa INVESTIGATE THE MANY 
i, POINTS OF me 

In TH 





yy CPS 
N x 
( % YoU GET OUR QATALOGUE FOR THE ASKING. 


THE CHLORIDE OF SILVER 


DRY CELL BATTERY COMPANY, 
*  BALTIMORE,MD.US.A. ° 











it will pay us to investigate this 
particular battery. This is all the 
advertisement says, and it uses 
up a great deal of space in say- 
ing it. 

There is a small cut of the bat- 
tery, which is all but lost in its 
surroundings of scroll work, 
flowers and other strange things. 

When a man designs an adver- 
tisement of this kind it would be 
interesting to know what he has 
in mind when he begins, and how 
he knows when he gets through. 
o> 
A white board placed along the roof 


of the delivery wagons of the I. Stei- 
gerwald Packing Co., 223 First Avenue, 


New York City, bears in big black 
letters the statement that “We are 
looking for your Sunday dinner order.” 
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When You Need 
Rowell’s Directory 
iG You Need It the Worst Way 














For Instance: 





I once took an advertising idea to the secre- 
tary of a non-advertising corporation, capital- 
ized way up in the millions, listed on the Stock 
Exchange, and with stock selling around 50. 

The secretary said: ‘‘ Your idea is only good 
provided the matter can be run in the papers 
throughout the country to-morrow morning. 
Come back with your idea in definite shape in 
a couple of hours and [ will put you up to the 
president.” 

I wrote the copy, checked up a list of 300 
papers in Rowell’s American Newspaper Direc- 
tory, got an approximate idea of the cost, and, 
with the book under my arm, kept the appoint- 
ment. There was no time to do more. 

The president passed my copy in three min- 
utes pot then spent a solid hour pawing over the 
Directory. The information about the towns, 
their size, principal industries, etc., interested 
him. The information about the newspapers 
was exactly what he needed at the moment. 

He took 25 papers off my list and added some 
150 of his own selection. The order was put on 
the wire at once. 

I got the order and so did 425 good newspa- 

ers. If I hadn’t happened to have a copy of 
owell’s Directory handy the whole a «Ae 
would probably have gone up in smoke. 


JOHN IRVING ROMER. 


Rowell’s American Newspaper Directory will be sent 
carriage prepaid upon receipt of $1o. 


PRINTERS’ INK PUBLISHING CO., 


10 Spruce Street, New York. 
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NEW NGLAND HAS 

EXPECTATIONS. 

“THe New ENGLAND —~ endl 
Founded A.D., 175 

Bertrand L. Chapman, Bresident. 


GREAT 


July 3, 1908. 
Dear Mr. Romer: 

May I congratulate Printers’ INK 
upon its new editor and owners? I 
shall read Printers’ INK hereafter 
with more interest. 

Although there seem to be few big 
advertisers whose copy is invariably 


good, never only fair, The Aeolian Co. 
has always been one of that few. 
I look to see the merits of Aeolian 


advertising spread to Printers’ INK. 
Very truly yours, 
BertraAnp L. CHAPMAN, Pres. 





> 
“CONSTANT READER” HEARD 
FROM 


THe Frank A. Munsey Company, 
Munsey’s Magazine, The Argosy, The 
All-Story Magazine, The Scrap 
Book, The Railroad Man’s Maga-- 

zine and The Live Wire. 
New York, July 2, 
My dear Mr. Romer: 

Please accept my hearty congratula- 
tions and best wishes for the greatest 
measure of success with PRINTERS’ 
Ink. I am a regular subscriber, and 
shall watch future issues with unusual 
interest, now that you are to be associ- 
ated with it. 

Very truly yours, 
Wma. H. Fieip, Adv. Mgr. 


LOOKS FOR GREAT THINGS. 
“Pusiic LEDGER,” 
PHILADELPHIA, July 3, 1908. 
Dear Mr. Hampton: 

With regard to the future of Print- 
ERS’ Inx, I am sure that the aggres- 
siveness displayed by you in your busi- 
ness career will eventuate in a useful- 
ness to the buyer and seller of adver- 
tising to a degree hitherto unheard of 
in the annals of the craft. 

My sincerest congratulations. 

Very truly yours, 
Gro. GotpsmitH, Adv’g Mgr. 


1908. 








Advertisements. 


A lvertisements tn “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (209 lines) 
for each msertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly centract paid 
wholly inadvance. Ifa specified position is 
demanded foran advertisement, andgranted, 
dounte price wiii be charyed. 


WANTS. 


GENTS wanted to sell ad novelties; 25g com. 
3 samples, l0c. J.C. KENYON, Owego, i a 


“tee circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


XCELLENT opportunity now offered for ad- 
vertiser or agency to secure a young, oer 
educated advertising manager or copy writer 
Best of references. Can produce results. 
ress ‘ N. P.,” care Printers’ Ink 


APABLE ADVERTISING MAN, experienced 

in mail-order. circular, letter. trade-paper, 

newspaper and out-door publicity. seeks position 

in New York City after Aug. Ist. My past record 
an interested address 

ABLE,” care Printers’ Ink. 


shows results. | 
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Rg NO MORE CUT ROLLERS 
INK-DIVIDING BANDS 

times their cost. Sales agents wanted, 

zs 8S. and Canada; big pay; particulars mailed. 


Save man 


N-M-C-R COMPA NY, Sole Mfrs., 370.372 Smith St. 
(Telephone 926 Hamilton), Brooklyn, New York 


W ANTED—Experienced sales and commercial 

manager to take charge of active type 
business, with reliable references and good ac 
quaintance in the publishing trade. 


send offers to 
BANKERS’ AND MERCHANTS’ AGENCY CO., 
66 Broadway, New York, 


W ANTED — Advertising men. Experienced 
Writers, Managers, Solicitors; xlso open 
ings for "#xecutives, Bookkeepers and Account 
ants, with publishing experience. Write us to 
day, stating age, experience and pesition desired. 
Service confide vitiak HAPGOODS, 305 Broadway, 
New York, or 1010 Hart rtf ford Building, Chicago. 


\ 7 ANTED—A man to take charge of the sta- 
tionery and advertising departments of a 
manufacturer selling goods to dealers in men's 
wear. State experience in both departments, 
aye, whether married or not, and salary ex- 
pected. Give complete list references and sub- 
mit specimens of advertising matter you have 
written. Address *C, M.,” care Printers’ Ink. 





DVE phot RS’ MA AG AZINE and * DOLLARS 
4 & SENSE” (Col. Hunter’s great book) 
should be an by every advertiser and mail- 
order dealer. Best ‘Advertising School ” in exist- 
ence. Year’s subscription and “Dollars & Sense,” 
50 cents; ame copy of magazine free 
VERTISEKS’ MAGAZINE, 
637 Century Building. 
Kansas City, Missouri. 


Cee NOW OPEN—Adv¢g. solicitor, Ct., 

25-30; advg. mgr., Fla.; Chicago represent 
ative tor Eastern trade journal: circulation 
r., N. ¥., $25; mg. ed., Mich.. $25; non-union 
news and job supt., Ill, $25; non-union news 
foreman, N. C., $25; non-union jov foreman, (t., 
$26; non- union job provf-reader, Ct., $20-22; 
also re noreere ond ieee operators Booklet 
free. FEKERKRNALDS NEWSPAPER MEN'S EX- 
CHANGE, Sprit rfield, Mass 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
Aud av managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
adve:tisers, puolished weekly at 10 Spruce St.. 
New York. Such advertisements will be inserted 
af 20 cents per line. six wordsto the line. PRINT- 
eres’ INK is the vest school for advertisers, and it 
reaches every week More employing aavertisers 
than any other publication in tne Onitet States, 








ANTED—Clerks ana others with common 
school educations onty, who wish to qual- 
ity forreaay positions at $25a week and over, to 
write tor free copy of my new prospectus anc 
endorsements from leading concerns every- 
where, One vraduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The vest 
clothing adwriter m New York owes bis suc- 
eess within a few months to my teachinus. De- 
mana exceeds suppiy. 
GEORGE H. POWELL Advertising and fusi- 
ness Expert.768 Metropolitan Annex, New York 
_— So aa 


ADDRESSING MACHINES. 


fP.HE WALLACE STENCIL ADDRESSING MA- 

CHINE is the only one which cleanses the 
stencil immediately after the imprint is ~_ 
the vital point in stencil eddressing. J 
PRINTEKS’ INK, BUTTERICK JBL ISHING 
co., McCLURE'S MAGAZINE, CURRIER- BOYCE 
CO. and a majority of the large publishers 
throughout the eget td : 

pokae re DONE AT LOW RATES, 
SHINES FOR SALE. 

Wallace & rine 29 Murray St., New York. 


<> 








INDEX CARDS. 


NDEX CARDS for all Cabinets. Get our prices 
and samples THE BLAIK PRINTING CO., 
912 Kim. Street, » Cincinnati, Ohio. 


+ o>___— 
“MAIL ORDER. 


A DS—I can make a quick success of any unsuc- 
cessful mai! order business. Send for free 


booklet. ‘“* EXPERT,” P. O. Box 1615 New York. 




















PUBLISHING BUSINESS OPPORTUNI- 
TIES. 


I F YOU WANT to be a publisher, and aren't, 
Don’t blame us. 
We always know of good publications 
Which are available at fair prices, 
Better get acquainted, 
HARRIS-DIBBLE COMPANY, 
Brokers in Publishing Property. 
253 Broadway, New York. 
a a? 
FOR SALE. 
OR SALK—Weekly newspaper (dem.) and 
well-equipped job office in Berlin, N,. H. 
City of 13,000 population in county of 50,000. City 
and county equally divided sprlitically.. only 
democratic paper in county. No daily. Incorpo- 
rated, capital $10,000. Ber: in payroll larger than 
that of any other city of like size in America, 
MICHAEL MEEHAN, Concord, N. H. 





or 
POST CARDS, 


DVERTISING POST CARD3. Original de- 
4A signs and reproducing in colors our special- 
ties. MONAKCH SALES CO., 395 B’way, N.Y. 

>> —_—_ 


ADVERTISING SPECIALIST. 


DS WRITTEN TO ‘PULL— Also follow-up ad- 
vertising matter—at very reasonable en ices 
for best work. Write and see. FAYTON, Ad- 
vertising Specialist, Westfield, Mass. 
——_ +o 
AD WRITERS. 


ae 3.00 1 will write you an ad or circular to 
quickly pull $100 worth of business. Un- 
successful mail-order men can make big money 
by writing me. Send for free booklet. 
“ EXPER’,” P. O. Box 1615, New Yo: k. 
——_+> >. 


PRESS CLIPPINGS. 
I ome PRESS CLIPPING BUREAU, 110- 
West 26th street, New York. City, sends 
ne Pb, clippings on any subject in w hich you 


muy he interested. Most reliable Bureau. Write 
for circular and terms. 








PATENTS. 


eeemsPATENTS that PROTEC Tama 
Our & books for Inventors mailed on receipt ‘| 
« 








of 6 cts. stamps. KR. 8. & A.B. i JEY 
Washington. 1.0, Exatab. 1869 








———4or — 
ADVERTISING AGENCIKS. 
A. O'GORMAN AGENCY. 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


H W.'KASTOR & SONS ADVERTISING COM- 
PANY, Laclede Building, st. Louis, Mo. 


RANKLIN ADVERTISING AGENCY, Tribune 

Building. N. Y. Ciassified and Mail-order 
Advertising a specialty. Write for estimates, 

A LER! FRANK & CU., 25 broad Street N Y, 

General Advertising Agents. Kstablisheo 

1872. Cniecago. Boston. Philadelphia. Advertis- 

ingof ail kinds placed in every part of the wor!d,. 





en 
LETTER HEADS. 

100 LETTER HEADS and 

100 ENVELOPES, 75c. postpaid. 
Printed on linen Finish Mail Order Bond; your 
2. of colors—White, Buff, Olive, Gold or 
Blue—to introduce our Sede Price \.ist 
— PRINTING, If you want to see sam- 
ples before ordering send 4c. for postage. 

WESTERN BUSINESS AGENCY 
Princess Building, Chester, Th, 
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HALF-TONKS. 


ony’ T sopaes half-tones. L-col.. $1; sarger 
a yt in. THE YOUNGSTOWN AKC EN 
GR AVN + CO., Youngstown, Ohio. 


ALF- oe for ar the newspaper or catalogue. 
Line Cuts. Designs, Electrotypes. THE 
STANDARD UNG ING CO, 560 7th Ave., 
Times Square 
N®3 RWSIAPE It HALF-TONES., 
3x4. $1; 4x5. $1 1.6¢, 

LAR, mite can accompanies the order, 
Sena for sam 
KNOXVILLE INGRAVING CO.. Knoxville, Tenr., 
ahaha 
PAPER, 


B BASSETT & SUTPHIN, 
54-60 Lafayette st.. New York City. 
Coated paversa specialty. Diamond B Perfect. 
Write for hign-vrade catalogues. 





> —____—_- 

PRINTING. 
OU share with us the economy of our loca- 
tion. Our facilities insure perfect work, 
Prompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOULTON 

PRESS, drawer 98, Cuba. N.Y. 
_ hag 

PRI EMIUMS. 
i sHoCsaNhs of suggestive premiums suitable 
for publishers anc others from the foremost 
makers and wholesaie aealers in jewelry anc 
kinared wr 500-page list price illustrated 
catalogue (@@) Greatest book of its kind. 
Published annually. 36th issue now ready; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane.N. Y. 
os 


COIN CARDS. 








THE COIN WRAPPER Cv,, Detroit, Mich, 


ADVERTISING MEDIA. 


The Saturday Evening Post—grester results 
at lower cost. The Curtis Pub. Co., Phila. 


HERE are about 1,400 homes in Troy, Ohio ; 
950 of them buy the RECORD daily, 200 bor- 

row it. There are homes on seven rural 
routes; 300 buy the paper. Total homes reached 
1,440. The RECORD charges for only 1,210 and 
inete in u.r.m. position. Min. rate 4c., plates, 


$i PER 1.000. Less for more; any printing, 








N It. PURLISHER: You oughtto have Bernard’s 
4 Cold Water Paste in your circulation dep't 
for pasting mailing wrappers; clean, convenient 
and cheap. Sample free. BERNAKD’S PASTE 
DEP’T, 71 Dearborn Street, Chicago. 





Glue, Paste and Mucilage 
In Patent Pin Tubes. Will stick anything 
stickable. All dealers. Sample tube 10 cts. 
DENNISON MANUFACTURING COMPANY 
Beston New York Philadelphia Chicago St. Louis| 











——— 


COIN MAILER, 
g 60 PER 1,000. For 6 coins $3._ Any printing. 
D fate PYTHIAN PRINTING CO., Ft. Madison, la. 


PUBLISHER @ Send: for our folding coin 

carrier—the best device 
yet invented for sending money by mail. The 
card circulation managers have been looking for. 
Csed and recommended by large poe 
Address, Printers’ Ink Press, 45 Rose St. 





DAVIDS’ PRACTICAL LETTERER 


at $1, postage paid 


will teach you how to write show cards and price tickets, a book of one 


hundred pages, with full particulars, Write for information. Address 


THADDEUS DAVIDS CO., 95 & 97 Vandam St., New York City, Est. 1825. 








50 PRINTERS’ INK. 








READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
eards orcirculars, and any other suggestions for bettering this department. 





“SENTINEL,” 
Kwnoxvitie, Tenn. 
Editor Ready Made Department: 

Dear Sir—The enclosed page adver- 
tisement of the Cumberland Presby- 
terian Church appeared in our issue of 
Friday, July 3d. It is somewhat un- 
usual for a church to advertise at all, 
and it is a little remarkable for them 
to advertise in such an attention- com- 
pelling manner as was done in this 
instance. This page advertisement ap- 
peared exclusively in the Sentinel—this 
paper being selected on account of its 
large local circulation. 

Should you make any sort of men- 
tion of this accomplishment, I will ask 
that you kindly send to the writer, Box 
654, a marked copy of your publica- 
tion. Very truly yours, 

THE KNoxvILtE SENTINEL Co., 
(Signed) C. B. Johnson, Business Mgr. 


KNOXVILLE 





This ad is impressive principal- 
ly because of its size and the use 
of so large a space by a church. 
The copy is disappointing when 
the possibilities are considered. 

Here is a “Great Rally Day,” 
with a special and presumably at- 
tractive programme, but instead 
of making the most of the pro- 
gramme, which, of course, was 
intended as a drawing card, the 
whole thing is crowded in one 
line, barely suggesting its nature 
and extent. This programme 
should have been given in detail 
and featured—perhaps in a panel, 
in the center of the page—includ- 
ing some suggestions of subjects 
on which talks would be given or 
discussions would be held. A 
few of such headings, especially 
if linked with the names of prom- 
inent business men who are 
churchmen, and if suggestive of 
material welfare through  spirit- 
ual aid, would have given the oc- 
casion a practical turn and made 
a much stronger appeal to those 
who are yet without the fold. 

Another thing which seems 


worthy of greater prominence is 
the statement of the aims and 
purposes of the class. And the 
time was most appropriate for a 
showing of what had been ac- 
complished along these lines, for, 
unfortunately, many men _ who 
embrace religion like to be shown 
that there are possibilities of di- 
rect, material benefit, this side of 
the grave. I don’t believe in 
bribing a man to be “saved,” but 
there are men, good men and 
many of them, whose interest can- 
not be awakened except by the 
prospect of immediate reward of 
some kind, and these men are 
quite as well worth saving, it 
seems to me, as those who first 
accept religion for its own sake. 

The matter under “We want to 
develop strength and character in 
the lives of men,” and that which 
appears just beneath that panel, is 
along the right lines; but that 
under “We want the young men 
of Knoxville to know” is not 
only ungrammatical and awkward 
in construction but utterly fails 
to convey any information which 
will be likely to interest, or be 
remembered by, the young men 
addressed, 

When it comes to writing ads 
for a church, the saving of souls 
must be regarded as a business 
and be pursued with business-like 
methods. The advantages of re- 
ligion, both spiritual and mate- 
rial, must be presented as forcibly 
and attractively as possible. And 
as those who are hardest to con- 
vince often remain away from 
church because they do not want 
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Feito & Dick, 
Coffee and Peanut Roasters. Every- 
thing in Peanuts. Manufacturers 


to be 
neither familiar with nor partial 
to the “preachy” style of address, of Grocers’ Specialties. 


“preached at,” and are 


oral or written, it is just as well Knoxvitie, Tenn. 
J Editor Ready Made Department: 


to affect the language employed Dear S1tr—I enclose half a dozen 
outside the church in daily con- small ads which were run in local 








THE KNOXVILLE SENTINEL, FRIDAY EVENING, JULY & 1908, 


GREAT RALLY DAY 


For Members of Cumberland Men’s Bible. Class 
On Sabbath, July 5th 


We will hold a magnificent Thanksgiving and Praise 
Service in honor of our splendid victory Last July. 


We make this strong appeal to every one of the five hundred and more membcrs of thi. remarkable class to be present on that morning at 9 A.M. We 
want to unitedly give our thanks to God for His wonderful blessing to us. Not only did we, thrédgh His presence, reach the coveted goal of four hun- 
dred, but today have « membership of over five hundred. Already this year God has given us fifteen souls in conversion, and let us come together men as 
did men of old and thank and praise Him for thus showering His blessing epon us We want to be with every man in his place. Al! stepping together, a 





Bible Class that is a power in united action in whatever direction we may move. “Let 4s not forsake the assembling of ourselves together,” for we mast, 
pall together in this, the greatest word ever given men to do—that of lifting up and being a blessing to one another. 


Meditate On and Be Loyal to These Remarkable Aims and Purposes, 











We Want to Develop Strength 
and Character in the 
Lives of Men. 

Today, more than ever, do we hear and see 
in the great commercial, political and indes- 
arial worlds the crying need for these things In 
men, that Kind which the meek and lowly Naz- 
arene had when He went about doing good. 
God's word to men today ts as water In the wil- 
débness to the tired and thirsty man. Let us 
rally ourselves to @ standard whereby we 
may become the winged messengers to men, 
bearing that word today which is as “Apples of 
Gold in pictures Of silver” and which makes a 
character sublime. 














Pace of Rosine 


We Want the Young Men of 

Knoxville to Know ‘ 
That we offer to them through this wenderta. 
class without money and without price, that 
Kind of goods if they will invest Just one hour 
each week in it, they have the opport-alty of 
coming into full possession of that which will 
endure throughout the endless ages. What bet- 
ter proposition could we offer you? We >ppeal 
to your own intelligence, young man, and to a 
mother’s last benediction to yo: and ask, be 
cause we love you, could we offer more? We 
want you to come and join our great class and 
Know as by the sentence: “We serve.” 


WON'T YOU COME ONLY ONCE AND SEE? 

















ONE OF THE HOPEFUL SIGNS OF THIS COUNTRY IS 
That Men Everywhere, As Never Sete, Are Coming Home To: God. 


The meaning and message of the “ross ts fast becc-ing itself to 
be the only thing tht in reality will do to tie to and that the simple 
faith exercised in the Christian life day by day are the things which 
prove themselves to have endurance, and ne one is more ready to for- 
ward this movement and help inculcate its blessed principles than are 
the members of this enthusiastic class. They are men who have a pur- 
pose In life, and that purpose is to help and bring others under the 
influence of this message. Sweeter than the angel's song does this 
‘message come to the soul that is tired and weary of sin. 


We extend to every man in Knoxville in Just as Mind @ way os 
we Know how to come out and be with'es on this great day, if you are 
not attending elsewhere. As the Fourth éf July will bring to your 
minds patriotism of our beloved country, why not stir it until it has 
reached its zenith of glory and sweet halo of delight ‘n serving Him 
who has given this country her greatest freedom—that of worshiping 
our God anywhere and at all times,under all circamstances, in our 
own homes, and no man dare molest or malie afraid. We extend 
this invitation to you. If heeded, we Know that your life, your home, 
your business will be made swecter, happier and better. 








So We Invite You Every Sabbath Morning at 9 A. M. to the 
Cumberland Presbyterian Church, On Broadway 
AND YOU WILL BE WELCOME. 
THE PROGRAM JULY St WILL HAVE 
Special Music by the Y. M. C. A. Quartette, The Cumberland Bible Class, Brass Quariette and Others 


It Will Be a Day Long to be Remembered if Every Member Will Come Out and Do His Part. 
+» ‘THOS. ASHBURN, Pasto J.B. MALCOLM. Supt.” J.P. McCULLA, Prest ©.¥ STERLING, Teacher 





It can all be papers during the past summer season, 
which please criticise at your leisure 
and oblige. Yours very truly, 
(Signed) Jno. N. CLemeEnts, 
Advertising Manager. 


tact between men. 
done without anything approach- 
ing sensationalism. 

Herewith is presented a photo- 
graph reproduction (greatly re- 
duced) of the page in question. 





It seems to me that retailers of 
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food products suited to lunch 
basket and camping-out occasions 
should do more to push such 
goods. Why, for instance, would 
it not be a good idea to print, at 
least once a week during the sea- 
son, an ad listing and pricing the 
most desirable of eatables which 
particularly lend themselves to 
the needs of the camper or pic- 
nicer, taking the necessary space 
at times to describe the new and 
especially appetizing things, and 
perhaps going to the trouble of 
laying out a little menu for two 
or four persons, with the cost of 
the complete outfit nicely packed 
in a basket or box. The com- 
bination listed might not exactly 
suit anybody who read the ad, 
but it would be worth while 
merely as evidence that the deal- 
er had been thinking on the sub- 
ject and would probably be quali- 
fied to offer some good sugges- 
tions. 

All of which was suggested by 
the preceding letter and the fol- 
lowing ads, which are very good 
but might have been improved by 
a statement of the food properties 
of peanut butter, along the lines 
followed so well by Martindale 
of Philadelphia. 


On a hot summer day when it is 
too hot to cook, and you want to keep 
the house cool try a lunch prepared 


with 
PEANUT BUTTER 


and you'll become a convert 
way of eating in summer. 
Let the children eat all they want— 
it will do them good. 
Secure the best—the ‘Feild & Dick”’ 
brand. 
All grocers sell it in bottles and tins. 
FEILD & DICK, 
Manufacturers, 
Knoxville, Tenn. 


to our 


CAMPING 
is such fun when you know you won’t 
starve. A tin of 


FEILD & DICK’S PEANUT BUTTER 
in the larder always gives the happy 
assurance that there’ll be something 


doing in the eating line. 
All good grocers sell it in 
and tins. 


bottles 


FEILD & DICK, 
Manufacturers, 
Knoxville, Tenn. 





PEANUT BUTTER 


will add greatly to the enjoyment of 
any lunch, and your guests will thank 
you for serving it. 

Delicious in taste—healthful as bread 
—tickles the palate. 

These are the causes of its wonder- 
ful popularity. 

You’ll like it because it’s really 
luscious, savory and tastes like more. 

Certainly you'll want the best—the 
“Feild & Dick’ brand. 

All grocers sell it 
pints. 


in bottles and 


FEILD & DICK, 
Manufacturers, 
Knoxville, Tenn. 





EVERY LUNCH BASKET 


morsels that 
renewed 


should contain delicate 
tickle the appetite and give 
vigor. 

No matter what else you decide to 
omit, do not fail to put a jar of 


PEANUT BUTTER 


in the basket. 
Eaten with 
ment. 
You know 
Dick” brand. 
All grocers sell it in 
tins. 


real relish and enjoy- 
the best—the “Feild & 


bottles and 


FEILD & DICK, 
Manufacturers, 
Knoxville, Tenn. 





THE HEAT OF SUMMER 


suggests an easy way of living. Carry 
out this suggestion—stop cooking and 
try some of those delicious lunches 
prepared with 
PEANUT BUTTER. 

Let the children eat all they want— 
there’s nothing better for them. 
You'll want the best-—-the “Feild & 
Dick” brand. 

_All grocers sell it in 
tins. 


bottles and 


FEILD & DICK, 
Manufacturers, 
Knoxville, Tenn. 


A RARE TREAT 
for the home cafe—for the afternoon 
tea—-for the evening lunch—-for the 
park picnic—-for a thousand different 
occasions. 
That’s 
PEANUT BUTTER. 
You love rare treats—don’t miss this 
one. 
Tell your grocer you want the best— 
the “Feild & Dick” brand. 
All good grocers sell it in bottles 
and tins. 


FEILD & DICK, 
Manufacturers, 
Knoxville, Tenn, 














From 


A», 








Text Books Bought. 


Don’t pack your outgrown 
schoolbooks in the bottom of 
your trunk, You'll never look 
at them again and they’re 
money lying idle. Turn 
them into cash at Leary’s. 
We'll buy all you have to 
sell that are in — 
order. Spot cash paid. 

Summer schools and chau- 
tau ~~ will open in a few 
wee Provide 
with ," necessary text and 
reference books at Leary’s. 
The price-difference will af- 
ford you a substantial sav- 
ing. 


LEARY’S BOOK STORE, 
Ninth St., below Market, 
Opposite Postoffice, 
Philadelphia, Pa. 





the Philadelphia Bulletin. 


yourself | 





Straight to the Point. From the Lynn 
(Mass.) Daily Evening Item. 


A Little “Talk to Campers. 
Washington (D. C.) 





ls Your 
Mattress Lumpy ? 


lf your hair or woolen 
mattress is lumpy and full 
of hollows, ’phone 250. We 
are the finest doctors for 
mattresses in poor condition 
in Essex county. We have 
recently installed an_ elec- 
tric mattress picker and will 
guarantee to remove every 
particle of dirt. Your mat- 
tress will be returned to 
you as good as new. If you 
allow us to renovate your 
mattress you can be sure 
the workmanship will be of 
superior quality. The price 
for renovating only is $3 
The. only furniture store 
with a real upholstery and 
cabinet department. 
HILL, WELCH & CO., 
Munroe St. Oxford St. 
Lyne, Mass. 





| 








Camping Outfits. 


If planning a camping 
trip it will pay you to in- 
spect our stocks of Canvas 

ents, Camp Cots, Camp 
Stools, Hammocks, Cutlery, 


etc. Reliable quality—low- 
est prices. 

Direct agents for ‘Mor- 
ris’ and other leading 
canoes. 

WALFORD’S, 
Sporting and Athletic 
Goods, 

909 Pennsylvania Ave., 


Washington, D. C. 


From the 
Evening Star. 
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A Brief Summary of the Whole Story. 


A 





Good Suggestion. 
more (Md.) News. 


From the Savannah (Ga.) Press. 


Refrigetators 

THE WHITE MOUNTAIN 
is not only built, sO little ice 
is consumed in the preser- 
vation of food, but it is so 
constructed that it may be 
stripped to a skeleton for 


cleaning. It is — to 
clean and easy keep 
clean. The sition of 


cold air is perfect and the 
consumption of ice is so 
much less than in other re- 
frigerators that the ice sav- 
ing pays for the refrigera- 
tor. We have all sizes and 
shapes—$r1o to $55. 

Easy Payment Plan. 
RHODES-HAVERTY FUR- 
NITURE COMPANY, 
Savannah, Ga. 





Duplicate Glasses 


For Vacation. 

Anticipate trouble by hav- 
ing us furnish you a dupli- 
cate set of Lenses. When 
you are away and_ your 
Glasses break—especially if 
your Glasses are of a special 
kind—you don’t want to 
wait until you send home 
for new ones. It takes some- 
times a week, because the 
local optician cannot supply 
you. During the week 
you’re out of the fun. 

Call on us before you go 
awav and let us supply a 
duplicate set of _ 

Glasses, $1 U' 
Double Green Trading 
Stamps. 
MARYLAND OPTICAL 
COMPANY, 
Proprietor, 
St., 


Leon Levi, 
309 West Lexington 
Baltimore, Md. 














Savings Bank Ad Suited to 
eason, 


Hot Weather 


makes you wish for a nice 
suburban home. Make up 
your mind to possess one. 
Start a savings account in 
this bank for that special 
purpose and make it a point 
to add something to it each 
week. The three per cent 
interest we pay will help. 


HOME SAVINGS BANK, 
7th and Mass Ave, N. W. 
on 
7th and x Sts. N. 

436 7th St. Ey, W. 
Washington, D. C. 











From the Balti- 


the 








PRINTERS’ INK. 


No wide-awake publisher can 


afford to be classed among those 
publications which apparently 
have not enough merit to justify 
their representation in the col- 
umns of Printers’ Ink. If it will 
pay advertisers to use your pub- 
lication, it will pay you to use 


Printers’ Ink to tell them why. 


There is a significant connec- 
tion between the success of many 
of the best known newspapers 
and magazines and the fact that 
their announcements appear in 


the columns of PrRinTERs’ INK. 















~ 
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CHICAGO NEW YORK LONDON 
bh 
THE MAGAZINE OF BUSINESS 


“You might be interested to learn that 
SYSTEM is accomplishing exceptional 
results for us and is highly satisfactory both 
in quality and quantity of its returns. It has 
proved by far the best medium in bringing 
replies from that class of business men whom 
it is our desire to reach” 


AMERICAN Bank Note CoMPANY 
78-86 Trinity Place 
New York, N.Y. 

















BY 
THE MAGAZINE OF BUSINFSS 
CHICAGO NEW YORK LONDON 





TIPS 


ON 


PORTO RICO}: 


Over 1,000,000 people only a: year ago 
knew ie little about UNEEDA BISCUIT, 
PRIMLEY’S GUM, WATERMAN’S PEN, 
MILWAUKEE'S. FAMOUS. PRODUCT, no? 
had they ever seen a galvanized iron 
billboard or bulletin sign used for adver- 
tising purposes. 

We have introduced the modern U. S. 
methods of publicity in San Juan and will 
soon cover the entire Island of Porto Rico. 
Our business is to advertise your business 
and sell your goods to all Porto Ricans. 


BILLPOSTING - - SAN JUAN 
DISTRIBUTING - - MAYAGUEZ 
PAINTED ) \ PONCE and 
SIGNS f ~— ( ARECIBO 


Wrice us or solicitors of 
Associated Billposters 


Advertising Co. of Porto Rico 


No. 3 Tetuan St., San Juan, Porto Rico, 
or 609 Rector BuitpinG, Chicago, II. 











Ohio 
“Select List”’ 


——— OF ——______—_ 


Daily Newspapers 
THE THIRTY-THREE BEST 


PAPERS _IN_THE THIRTY- 
THREE BEST TOWNS 








Strongest combination of daily news- 
papers in the State of Ohio, outside of the 
four large cities. 

Subscription books and plants of 
each newspaper are open to the fullest in- 
vestigation by any advertiser, advertising 
agency, or the Association of American 
Advertisers. 

Guaranteed daily average combined 
circulation, 116,662, representing a con- 
stituency of 528,000, making a ratio of one 
to five, or one paper to each family. 





























Paper City St'te| Circ. | Pop. 
—————|——___} — | — | 
Beacon-Herald. aatenain Ohio} 4606} 17,600 
Messenger...... i 2,400) 8. 
Sentinel-Trib... a 2 2,000} 8,000 
Guerns’y Times|Cambridge - 3,500) 10,000 
oe .|Conneaut = 2,500) 10,000 
Davia tenes eeu Coshocton a 8,000) 9,000 
Seva onions Delaware , 1,500] 9,000 
keview .|East Liverp’] 5.400} 22.000 
Telegram Elyria Bee %,000} 16,000 
Republican 
Jefférsonian..| Findlay a“ 6,000} 20,000 
Republican- 
News. .| Hamilton . 7,000} 30,000 
oe Republi- 
(RES. Kenton Bs 2,000) 10,000 
nepubtican: = 
Gazett-..) Lima al 4,000) 30,000 
Times-Herald ../Lorain = 3.500) 25,900 
a x 5,010} 24,000 
: Masaillo ** | 2,800) 15.000 
Martins F'r’y ‘o 10,000 
..| Middletown’ 2,6(0| 15.000 
Marietta r 3,600) 17.000 
Marion o 4,900 17,000 
Republican: | 
News..| Mt. Vernon = 2,240) 15,000 
Advocate....... Newark 4.268) 28,000 
Telegraph- 2 
Republican. | Painesville zi 2,600) 8,500 
2 Seas , | 2.700) 14.000 
eee Portsmouth 25 4,500) 22,000 
News..... --.| Salem = 2.025) 10,000 
Registe ..|Sandusky be 4.000) 25, 
Record.. .|Troy 35 1,200) 10.000 
Tribune.. ....../Urbana - 1,749; 9,000 
Chronicle....... Uhrichevtile “| 11,900) 10,000 
Chronicle.. .... = 2,700) 12,500 
Republican... . wo Row a 2'300| 9,000 
Times-Recorder| Zanesville * 3,780) 30.000 
116.962|525,000 





For rates or information apply to 


|. S. WALLIS & SON 
Western Representatives 
First National Bank Building 
CHICAGO, ILL. 


ROBERT TOMES 
Eastern Representative 
116 Nassau St.,. NEW YORK CITY 
Telephone 4954 Beekman 
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Your Advertising 


IN THE 


SCIENTIFIC AMERICAN 


would mean its being seen and read by the 
leading minds in 


Every Branch of Industrial Progress 


The ScIENTIFIC AMERICAN reaches a thinking class who are 
good buyers. 

They are amply able to purchase any product that the maker 
advertises in a sufficiently attractive fashion. 

There is no other publication having the same advertising value 
‘for your purpose, because it combines the best elements of the techni- 
cal papers in your particular line with the large‘result-giving circulation 
of a general advertising medium. 


Will you let us take up your advertising and show you Why? 


MUNN & CO., 361 Broadway, New York 

















AMERICAN HOMES 


AND GARDENS 
80 PER CENT OF THE ENQUIRERS INTO ORDERS 


It is a pleasure to inform you that we are very much 
pleased with the returns from our four inch advertisement in 
your publication “American Homes and Cardens". 

The returns from the first month's insertion have 
averaged, in actual orders, more than 80% of the inquiries re- 
ceived and we are daily receiving orders so that it would not 
surprise us if it proved that at least 95% of the inquiries 
should result in orders. 

We shall begin our advertising next year earlier and 
wish to say that we shall use “American Homes and Cardens" 
from September taking larger space. 

Very Truly Yours, 
HOWARD THERMOSTAT COMPANY, 


‘ 


Treas. 


Send for rates and other information, 


MUNN & CO., 361 Broadway, N. Y. City. 
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